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“Finchley, we just voted you a key to our private washroom!” 


Anyone who can find a way to cut costs without 
losing quality will find new doors opening for him. 
And many Finchleys (may the welcome mat always 
be out) have found the key in a stack of company 
printing bills. Perhaps you can, too! 


It’s as easy as this! Paper represents over 25 per 
cent of the average printing job. And Consolidated 
Enamel Printing Papers cost less than other enamel 
papers of equal quality! 

What’s the story? Consolidated pioneered a mod- 
ern papermaking method that eliminates costly 


manufacturing steps, yet maintains finest quality. 


FREE OFFER! Prove it yourself! Make your own 
comparison test run with your printer under any 
conditions you like. Just ask your Consolidated 
Paper Merchant for free trial sheets. 

° . ° 


Available only through your Consolidated Paper Merchant 


Enamel Printing Papers 


a complete line for offset and letterpress printing 


CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 S. LA SALLE ST. ¢ CHICAGO 3, ILL 





How Anaconda Wire & Cable Company 
solved an important photo problem through 


— 
i U. P. OFFICE 


ee Gr N.Y.C. 


<-- PHOTOGRAPHIC 
SERVICE 


LOCAL U.P. 
PHOTOGRAPHER, 
LOS ANGELES, CALIF. 


ANACONDA, 
N.Y.C. 


WHEN Anaconda Wire & Cable Company in New York had te 

prepare a descriptive brochure, largely picture-caption treat- 

[ment, timed to promote the opening of its new, Orange, California plant as the 

““West’s most complete wire and cable service,” getting the right pictures from 

California to New York seemed like a problem. That is . . . until U. P.’s Com- 
mercial Photography Division entered the picture. 

A phone call by Anaconda Wire & Cable Company in New York to U. P. in 
New York, followed by a meeting with U. P.’s representative, arranged for 
aerial, architectural, industrial and interpretive human interest photos to be 
taken in California by an experienced local U. P. photographer. Within a few 
days Anaconda in New York had the needed photographs of its new California 
plant and equipment in action (some are shown at left). 

From these photographs an outstanding 24 page brochure was completed 
on time at reasonable cost and with no headaches for Anaconda . . . and the 
same photographs are available for advertisements, news releases, bulletins, 
direct mail, salesmen’s kits, house organ stories and the forthcoming annual 
report. 

If you need fast, economical, accurate photography, in black and white or 
color, U. P.’s nation-wide staff of photographers is ready to serve you anywhere, 
anytime. Just fill out the handy coupon below to obtain complete information 


about this or any of the other economical services of the Commercial Photog- 
raphy Division of the United Press. 


Harlow M. Church, Director 
COMMERCIAL PHOTOGRAPHY DIVISION 
UNITED PRESS ASSOCIATIONS 
461 Eighth Avenue, New York |, New York 


Please send me complete information, including costs, about the 
services checked: 


. Pictorial Research Reports [] Advertising and studio photography 

[] Photographic assignments [_] Location and publicity photography 
Color photography [_] Color prints — all types 

Name 

Title 

Company 

Address 


—— 
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Some risks, of course, can’t be 
avoided...but Advertising Agency 
PM’s in the know — with assign- 
ments calling for reliable and ac- 
curate rotogravure preparation — 
know they’re taking no chances 
with the specialized service of- 
fered by INTERNATIONAL COLOR 
GRAVURE and SUPERTONE...The 
preparation of color positives that 
will reproduce just as desired is 
the specialty of INTERNATIONAL 
... For dependable service in mon- 
otone gravure—it’s SUPERTONE... 
Each is staffed, equipped and pre- 
pared to help diligent PM’s carry 
the burden of their responsibili- 


ties in rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. ZS 
NEW YORK 23, N.Y. MC. 


Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7341 


480 Lexington Ave. 
SUPERTONE, INC. ©" vom Ny 
Phone: Plaza 3-9468 

ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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Just Celweon Us 





How to Cut the Cost of Advertising 





At the recent newspaper r.o.p. color conference in Chicago, several surveys 
were reported in which it was shown that reader impressions were increased ap- 


proximately 80% by the use of color, while the cost of adding color was about 
45%. 





Obviously this reduced the cost per impression, and resulted in the adver- 
tiser getting a better return from his investment than if he had used black and 
white advertising. 








This doesn't mean that every ad should run in color, but it does suggest 
that there are various ways of approaching both the cost of reader impressions 
and the cost per sale. 
















For example, if the use of better paper, typography and printing in direct 
mail were to step up returns 50%--which is not an unreasonable assumption--the 
advertiser would be cutting costs in terms of direct response and undoubtedly 
also in sales expense. 


The creator and producer of advertising and merchandising materials have a 
responsibility to the advertiser, harassed by increases in the price of almost 
everything he buys, in finding ways and means to make expenditures more result- 
ful and advertising thereby more profitable. It isn't enough to accept higher 
costs aS a necessary result of higher prices for materials and services. 








AR is reporting this month a survey of retailers on packages that sell. 
@bviously these packages, which promoted sales of products far better than the 
average, had a lower final cost to the manufacturer than those which did a rou- 
tine job. Even if the original price was higher, they were cheaper when sales 
results are considered. 


This is the way to approach expenditures in the advertising and merchandis- 
ing field today. It's not the price, but the cost per reader impression, the 
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Silk Screen Ink 
Industry! 
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if You’re a One-Man Ad Department ................. 


Here are some special techniques for helping you work 
more efficiently, even if all by yourself. WimLL1AM A. ARTER 


SE 4 6 én ede OSS de wi Ob eee bb Oe 


Case histories from the courts illustrate the dangers of 
riding coattails in advertising. ALBERT Wooprurr GRAY 


Packages That Sell ....... 


An AR report on packages that are effective in increasing 
sales at the retail level. 


. No, 7511 BLACK as onde 6 lel ep we rer ae Oe wie oe letare 
AST pry - cLoss FINS 


Four of the winners, for excellence in graphic design, 
in the competition sponsored by the Fibre Box Assn. 


A Formula for Word Spacing ..... 


n Pry rire eT To improve the appearance of your display lines, space 
f a seeks g @ gq s$aie a TeLe teas 


executives like yourself have es your words by formula, not by eye. M. F. McGrew 
NAZ-DAR silk screen inks the #1 
choice for banners, posters, window 


displays, and all kinds of P-O-P Designing for R.O.P. Color . 
material throughout the world. 


- NAZ-DAR Some practical hints for getting the most out of this excit- 
y specif g NAZ f KS Of . . 
mill se ee °° Seeeaglge Bek ow ing medium. JoHN W. AMON 


sales minded men and won 
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Double-Duty Insert 


— perfect color matching on 
silk screen reruns ordered 


The production story of an eight-page gatefold insert, 
months apart! 


which also served as a window streamer. ALLEN SOMMERS 
—the richest, most brilliant 


colors for top eye-appeal! 


—on time delivery of “rush- The Compleat Iimbiber 
rush” jobs due to the fastest ; ss . 
a sik se ace Biases sexy To celebrate its centenary, the British firm of Gilbeys Ltd. 


sponsored an exhibit on the history of drinking. 
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Color is the big attraction on silk 

screen P-O-P material and NAZ-DAR 

'500 Series Fast-Dry Gloss Inks or _ 

I-D Series Ultra Fast-Dry Flat Finish How a Cartoon Character Sparks a Campaign ..... 

Inks assure you of top customer ; ' 

lediem te woes enles eneeiiae A cartoon boy, his family and his feline friend, have cap- 
tured the fancy of the Binghamton, N.Y., area. 

Write for two 7500 and J-D Series color 


cards. Keep one of each at your desk Teeapwet D. Coviweron 
and give the others to your silk screen 


printer. You‘ll have a _ perfect color 


reference for all your silk screen display A Code of Ethics for Art ...... 
jobs! 





OCT aL: The official text of a set of principles guiding the purchase 


screen printer for of art that has helped settle many disputes. 
helpful suggestions. 


Ve ely What About Animation? .......... 


461 Milwaukee Avenue 
Chicago 10, Illinois An exclusive AR interview with Adrian Woolery, who an- 
swers your questions about the value and use of anima- 
tion in television commercials. 
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Volume 5 © Number 11 


CONTENTS NEW in 







Making A Technical Movie for the Layman ............. 75 7 
How a manufacturer of complex aircraft equipment told 
its story to the general public. Donatp G. HANSON e 
Making an Effective Direct Mail Package .............. 81 | 


FILMOTYPES NEW 
An executive of Time Inc. told the DMAA convention of 


the ways he has found to make selling by mail more profit- a. — : 
able. Witu1aM Barinc-Goutp faite ORY Sih fas 
How Standard Planned Its Big Change ................ 88 | AGAIN OTT 


Changing 55,000 gasoline pumps in 15 states is a job that | 
couldn’t be done without careful planning. 


Rosert B. Konrkow 


shows 


12 Ways to Save Money on Your P.O.P. 





The dollar may be growing smaller, but here are an even 
dozen ways to make yours go further. JACK WICHERT 








Curb Sign Stops Traffic 
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Unusually placed sign draws in traffic for this Florida 
paint and wallpaper retailer. MILprReD WEILER 
















Italian Ad Media 


oF OOD OOS STATE C DICH HK ORD OHS CO ee © 





Some of the unusual places Italian communities have 
found to use for advertising. 

364 different lettering styles now 
ai si Wea 8 pectin alee ina tesa 103 available for Filmotype photo let- 
tering machines. It means Filmotype 
provides even greater versatility of 
selection .. . supplies you with let- 
tering ideas that can make any 
printed piece. You'll find the Filmo- 
type Selection Guide an invaluable 


AR presents its third selection of suggestions for Christ- aid for every layout! 
mas giving by business. 


Anyone for Premiums? 


A Lever Bros. executive presents an eight-point program 
for the more effective planning of premium use. 
Jack Doran 


erat Gomme Ger COPISOtS «nnn cc ce eee hee eeeeness 105 


MAIL THIS 
COUPON 


omy Perm 





Departments Regular Features oa Pee men sbest 

: Plan. Now anyone 

Art & Photography... 60 Buyers Guide & can own a Filmotype 

Audio & Visual Aids... 75 Advertisers’ Index. ..110 Machine. 
Direct Advertising... 81 ‘ Books for Admen... 22 Se ncaa soeegntaa 
7 Sompetitions to Enter... 10 the corporation ; 
Layout & Typography... 37 ' eer | 7500 McCormick Blvd. Dept. AR! 
Packaging & Labeling... 30 Coming Conventions... 20 | some oF 1 
Pieue 43 The Editor’s Notebook... 6 1 oe ' 
f E ae How I Solved It 17 t Send me the FREE Lettering Styles Guide ' 
Photoengraving & Platemaking... 43 Idea All ‘ied 99 1 and other information about Filmotype. 
: . > 004 soc ea UM... ' Have your representative give me a demon- i 
Premiums, Prizes & Specialties. . .103 tees Heil on Se eS ee | 
ae Se : 
Printing & Binding... 43 Sik Miitiacnds the 3 1 stand there is no obligation ' 
i" . ~¢ < » wee i 1 
Radio & TV Production... 69 Next Month in AR... 13 1 NAME 
. thie r . s 

Shows & Exhibits... 55 Promotion Almanac... 23 , Fe 
Signs & Identification Materials... 88 Readers Write... 12 ADDRESS 1 
Window & Store Displays... 92 AR Reprints... 9 ' CIty ZONE STATE ' 





SEND YOUR CATALOG 
AND 1°" CLASS LETTER 


TOGETHER IN 


@ Envelope compartment is integral 
construction ... not posted on... 
can't snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices ... No obligation! 


WU 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 


je Object in Possession 
Sols Koleini the i 
Case that il Sled us, Prarenit 


—OLIVER GOLDSMITH 1728-1774 
| 
(—¥ - 

2 


Just you try us and see if that’s so. We'll 
ove you more after you give us some 
work than we did while chasing. We just 
lon’t take our accounts for granted .. . 
we try to render a good service always; 
whether it's a hundred Multigraphed 
letters, or five million pieces for our In- 
serting Machines. Will you give us a try? 


e 
Lyadie ADVERTISING SERVICE 


521 SOUTH WABASH AVENUE + WA 2-9560 
Fast and Resourceful Service — Since 1919 


— Reasonable, tool 


Multigraphing * Mimeographing * Printing * Mailing 
Addressing * Plate Cutting * Mechanical Addressing 
Inserting Machines * Complete Mail Campaigns 
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| Vacation Observations .. . 


Little Extras Can Be 
The Big Plus of a 
Successful Promotion 


It was a cup of coffee that really 
drove home the point. Little extras 
frequently make a big difference. 

We had pulled off the Pennsyl- 
vania Turnpike for a quick snack 
one evening while on vacation and 
stopped in at the Patrician Room 
of the Roof Garden Motel in 
Somerset. The place was spotlessly 
clean, the food excellent and the 
service far above par. These at- 
tributes alone may have _ been 
enough to implant the name of the 
restaurant in our minds. 

But the real clincher was the cup 
of coffee. We like good coffee—and 
this was good coffee. But what par- 
ticularly attracted our attention was 
an extra—a small round coaster in- 

side the saucer, 
imprinted, “Just 
a cup of coffee 
to you, but a 
reputation to 
us. 
We think this 
story has a mor- 
al for anyone trying to do an effec- 
tive promotion job. Just doing an 
excellent job should be considered 
an everyday objective. But adding 
something extra can be the real 
success factor in this competitive 
era. 

We know the extras pay off. On 
our way back to Chicago, we made 
it a point to turn off the Turnpike 
in Somerset again. This time we 
noticed another extra at the Pa- 
trician Room. The waitress added 
a hand-written “thank you” onthe 
back of our dinner check. It was 
very effective. Moral: a bit of per- 
sonalization on any promotion job 


Display typefaces in this issue . 


endon; 36—Dom Casual; 37—Lydian; 


is worth the extra effort when it is 
possible. 


> We were also impressed by an- 
other simple extra. This time it 
was in New Haven, Conn., at the 
New Haven Motor Inn. Most of 
the motels these days have an ice- 
making machine which turns out 
free ice cubes for guests. 

But at the New Haven establish- 
ment, one of the most charming 
motels in the country, they car- 
ried this service one step further. 
Inside each room was an insulated 
ice bucket, filled with cubes—plus 
a free bottle of soda and ginger 
ale. The additional cost of a serv- 
ice like this can’t be very much, but 
it certainly can leave a lasting im- 
pression. 


> After driving better than 3,000 
miles on turnpikes this summer, we 
have a few observations: 


e It is a tribute to the various state 
turnpike commissions that the rest 
stop facilities are being very effi- 
ciently maintained and _ operated. 
Too often, when a service facility 
has a captive “audience,” and par- 
ticularly when supervised by “pub- 
lic servants,” little or no effort is 
made to really provide service. But 
the restaurants, snack bars, service 
stations and other turnpike facili- 
ties between Chicago and Maine 
certainly are a tribute to the honest 
desire of the turnpike authorities 
to serve motorists. 


® We have a suspicion that all of 
those anti-advertising-on-turnpike 
diehards have never owned a car, 
or at least have never driven a 
turnpike. It was a welcome relief, 
while driving the Pennsylvania 
pike, to find an occasional commer- 
cial sign to add a note of variety to 


. . 25—Karnak Black; 27—Lydian; 30—Craw Clar- 
43—Bernhard Modern; 


49—Tempo Heavy 


Condensed; 55—Holla & Craw Clarendon; 60—Mandate & Tempo Heavy Condensed; 
69—Radiant Medium; 75—Bodoni Black Italic; 81—-Dom Casual; 88—-Tempo Heavy 


Condensed Italic; 92——Studio Bold; 
Bold Condensed. 


100—Handlettering & Cello #157; 


103—Steel 





‘loo 


what I turn out in one hour 


with the new A. B. Dick offset duplicator" 
Two thousand new product pages, complete with photographic 
illustrations. Six months’ supply of personnel forms. Enough 
new price lists for the next quarter. A special billing department 
form letter. And a whole year’s inventory of medical forms. 
Thousands of copies in all. . . and all in just one hour with the 
new A.B. Dick Model 350 offset duplicator. Never has offset 
duplicating been so fast, so versatile, so easy! 

For more information simply mail the coupon below. Or better 
still, visit your nearby A.B. Dick Company distributor. He’s 
listed under Duplicating Machines in the classified section of 
your phone book. 


AB DICK 


DUPLICATING PRODUCTS 


The A. B. Dick offset 
duplicator, Model 350, 
replaces guesswork with 
exclusive Aquamatic con- 
trol. Assures maintained 
balance of ink and water 
essential for steady pro- 
duction of top quality 
copies . . . automatically. 


A.B. DICK Company 
5700 West Touhy Avenue, Chicago 31, Illinois 
Please send more information about the new offset duplicator 


that means more copies . . . more kinds of copies . . . in less 
time! 

Name 

Position 

Company 

Address 


City State 
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the trip. Even the most beautiful 
scenery can get a bit tiresome at 
times and some highway signs are 
a welcome sight. After seeing the 
fine job of control of rest stop fa- 
cilities by the turnpike people, 
we’re convinced that they could be 
entrusted to maintain highly ade- 
quate control over roadside adver- 
tising. 


> We'd like to call your attention 
to a few changes in our monthly 
masthead. In particular, we want 
to mention our new editorial re- 
search department. 

In the August AR, this column 
described some of the reader serv- 
ice activities which are a part of 
our day-to-day operation. We have 
prided ourselves in constantly im- 
proved service in this area, but we 
have now advanced another giant 
step. To better serve our reader 
audience, we have established a 
full editorial research department 
headed by H. Jay Bullen. 

Jay Bullen is not an unfamiliar 
name to many AR readers. His by- 
line has appeared over many ar- 
ticles in AR in the past. Most re- 
cently, he has operated his own ad- 
vertising agency in California, 


Publicity Picture of the Month . . . Kids and animals are usually considered sure-fire 
in publicity pictures, but other combinations of these two elements will have to go 
some to beat this shot sent out by Albert Millet, New York p.r. outfit, for client 
Richard G. Krueger Inc. Krueger, a toy manufacturer, introduced its new stuffed 
elephant, ‘‘Lucky Lucius,’’ by bringing the model — a live baby elephant — down to 
the first meeting of the Children’s Aid Society’s Youngest Camera Club. Unfortunately 


Millet didn’t send a print of the close-up being taken by the young lad in the picture 
above. : 


where he learned first-hand of the 
type of services of special value to 
our readers. In addition, he has had 


experience in commercial motion 
picture production, magazine pub- 
lishing, all phases of advertising 


THE SIGH OF 


SIZE, 
end: 4’x 5’ 
side: 4’x 18’ 


4’ CIRCLE 
America's Foremost Sign WMakers 
ARE THE CHOICE OF NATIONAL ADVERTISERS 
Because They Last Lounger 


GRACE Signs are silk screen processed on steel or aluminum. Finishes are baked enamel and 
reflectorized if desired. All paint enamels used are made to GRACE specifications. This means a 
quality control that tells in the service life of the sign. Our 40 years of sign making is your guaran- 
tee of superior signs. 


WE DESIGN YOUR SIGN IF YOU WISH 
Color sketches will be gladly submitted, aon ee ee ee 


ee a ULE TG tk) 


LET US HAVE 
YOUR INQUIRY [RRrin ss 


SEND FOR FREE CATALOG IN COLOR 


PV OE GH 


Bes Ba ee 


GRACE SIGN & MFG. CO. 3601 S. 2nd ST., ST. LOUIS 18, MO. 
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production, technical writing, pub- 
lic relations and radio production. 

Some of our readers may also 
remember the name Jay Bullen in 
another connection. Remember the 
old “Skippy” radio series? AR’s 
new research director sometimes 
prefers not to remember his role 
as Skippy in that series. 

We feel fortunate in having a 
man with such an extensive back- 
ground heading up our new re- 
search department. Working with 
him will be Maria Grygier Heim- 
rich, who has been handling AR’s 
“information wanted” services for 
some time, and Miriam Frank- 
el, who handled similiar duties on 
AR’s sister publication, Industrial 
Marketing. The department will 
serve both AR and IM. 


> The new department got an im- 
mediate baptism of fire. One of the 
first requests they handled was this 
letter from Paul Flacks, general 
manager, Arcade Food Market, 
Dayton, Ohio: 


What can you do to help me 
locate a professional “pole sit- 
ter” who would go out for a 
new endurance record (if one 
exists that can be beat)? 


Within a day, the research de- 
partment had actually located a 
booking agent who handles flag- 
pole sitters—and he had a man 
available for the job! 





NORTHWEST 


Mig Up 


always make good printing better 


THE NORTHWEST PAPER COMPANY, Cloquet, Minnesota 





NORTHWEST 


Northwest Ultrawhite Opaque 

Northwest Velopaque Text 

Northwest Velopaque Cover 

Mountie Text 

Mountie Offset 

Northwest Bond 

Northwest Ledger 

Northwest Mimeo Bond 

Northwest Duplicator 
PRINTING Northwest Index Bristol 

papers Northwest Post Card 

Mountie E. F. Book 

Mountie Eggshell Book 

Carlton Bond 

Carlton Mimeograph 

Carlton Ledger 

Carlton Duplicator 

North Star Writing 

Non-Fading Poster 

Map Bond 
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CONVERTING 


Mountie 
Northwest 
Nortex White 
Nortex Buff 
Nortex Gray 
Nortex Ivory 
Carlton 


Papeteries 
Drawing 
Adding Machine 
Register 

Lining 

Gumming 

Raw Stock 

Cup Paper 
Tablet 











>» Stunt-of-the-month Outfit 
called Noxon Inc., which makes a 
metal polish, jumped at the op- 
portunity to participate in the cele- 
bration of the 50th anniversary of 
New York’s Fifth Avenue Assn. 
They took on the job of removing 
26 years of grime and oxidation on 
the bronze traffic light poles on 
Fifth between 34th and 59th streets. 
It was an “added attraction” 
which caught our eye, however. The 
doorman of the Sherry-Nether- 
land Hotel had a public polishing 
of the brass buttons of his uniform 
with Noxon! 
> O. R. Gibbons of the Folding Pa- 
per Box Assn. presented some in- 
teresting information at the Super 
Market Sundries Exposition  re- 
cently. He offered a list of essen- 
tials for non-foods packaging for 
food store distribution: 


Pilferage proofing. 

Complete product information 
Visibility. 

Tie-in with seasonal promotions. 
Multi-packs to facilitate display. 


Dramatic use of color to attract 
attention. 


e Adequate price-marking spots. 


> We'd like to take time out to 
salute W. Floyd Maxwell, who has 
just retired as executive director of 
Lithographers National Assn. after 
24 years with LNA. Under Floyd 
Maxwell, LNA has become one of 
the most active of all of the graphic 
arts associations. He will be suc- 
ceeded by Oscar Whitehouse, form- 
erly executive director of the La- 
be! Manufacturing National Assn. 


> Another association man who de- 
serves special recognition is Harry 
J. Maginnis, executive manager of 
the Associated Third Class Mail 
Users, who was named winner of 
the coveted Miles Kimball Award 
during the Mail Advertising Serv- 
ice Assn. convention in Washing- 
ton. Harry Maginnis has been at 
the helm of the direct mail indus- 
try’s annual battle against un- 
reasonable increases in postal rates 
for the past several years, but 
probably is best remembered for 
his prompt action last April when 
Postmaster General Summerfield 
threatened an embargo on third 
class mail. 


> Perhaps you've noticed that our 
monthly listings of available re- 
prints, such as that in the columns 
to the right, are somewhat abbrevi- 
ated — just too many available to 
list all every month. Next month, 
however, we'll have a complete list 
for your reference. 44 










Selected AR Reprints 


The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the June is- 
sue. Except where otherwise specified, each reprint costs 25¢c. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 


are available on request. Send orders to Reprint Editor, AR, 200 East 
Illinois St., Chicago 11, Hl. 


New This Month! 


232 The Story of the Influential — by Peter E. Schruth 












Inside one of the year’s major promotion campaigns 
231 The Little Ambassadors — by Dick Hodgson 


Calcium Carbonate’s highly original campaign based on clever gimmicks 


Copyrights 


201 Advertising Copyrights — by Robert J. Burton ($1) 
Copyright protection for graphic arts—a compilation of ten AR articles 















Contests 


205 A Contest isn’t Over When The Winners Are Picked — by Phil Seitz 


How Dodge gets the greatest value from its ‘‘Dodge for Life’’ contest 
184 Mrs. America . . . Beauty Takes A Back Seat — by Ted Sanchagrin 


Case history on new approach to beauty contests 




















Motion Pictures 
209 Miller Makes a Film — by Benn Oliman 


How Miller Brewing developed its centenary film: a step-by-step report 
198 Less Than Ic Per impression — by Mildred Weiler 


The story behind an effective business movie produced for Wabash Railroad 
113 Three Dimensional Business Movies Become a Reality — by Dick Hodgson 


Production highlights of a color and sound movie produced with Bolex 3-D system 





Photography 
228 A New Guide to Color Photography — by Egon Berka 


A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color photostats 
171 How to Get Better Advertising Photos — by Errol Prince (50c) 


AR’s two-part series on getting and using advertising photos 
162 How to Crop Photos — by Vinccnt T. Tajiri 


Pointers for getting the most out of photographs for reproduction purposes 
138 The ‘‘Taking’’ of a Man of Distinction — by Ted Sanchagrin 


The story behind the photographs in Lord Calvert's ‘‘Man of Distinction’’ ads 











Publicity 


221 Make the Most of Your Star — by Don Young 


How Wilson & Co. gets promotional value from the tour of its program’s star 
199 Merchandising Publicity — by Morris B. Rotman 


Case history of a publicity program which drew extra dividends through effective merchandising 
194 Chiquita Banana Goes to School — by Clarence W. Moore 


How United Fruit Co.’s story gets to teachers and students 
185 How to Handle Relations With Radio, Television & Newsreels — by William G. Cox 


A guide to an effective publicity program for audio and visual media 
183 Planned Personalized Promotion — by Haviland F. Reves 


How a Detroit restaurant personalized its promotion 
173 How to Prepare a Modern Annual Report — by Herbert C. Rosenthal 


Some realistic guides for the preparation of effective annual reports 
. » Borden's Living Trademark — by Ted Sanchagrin 


What Borden’s cow accomplishes by touring the country 









158 Elsie . 






















Signs 
216 How to Use Highway Signs 

A guide to the basic principles of outdoor advertising 
213 Philco Signs Up — by Allen Sommers 


A sign program with a unique share-the-headache feature meets local needs 
212 Dealer Program Builds Unity for Culligan 
How to get 1,100 dealers to join in a cooperative identification program 
152 A New Look for Signs 
Changeable copy signs: a growing trend in outdoor advertising 
132 Ford Uses Unusual Teasers in Southern California — by Phil Seitz 
The story of a unique teaser technique for painted bulletins 
130 A ‘‘New Medium”’ Gets Its First Major Test — by Dick Hodgson 


How an insurance company used bumper strips as key element of its campaign 





Television 


217 Getting Your Film on TV Cost Free — by Richard Marvin 
How to prepare your old films for tv's needs 
204 Colorcasting — by Sheldon M. Heiman 
Here's a case history report of a colorcast ‘‘first 
189 How to Merchandise Syndicated TV Shows — by Maurine Christopher 


A list of suggestions for getting the most from tv films 
181 How to Merchandise TV Tie-Ins — by Frank Jacobs 


How donors of prizes plan their tie-ins to fit a merchandising program 


and get them shown free 


by a Chicago agency 














Trading Stamps 


220 An Expert Answers Your Questions About Trading Stamps 
AR’s interview with John W. Young, Eureka Specialty Printing Co 
121 Trading Stamps Build Repeat Business for Denver Merchants — by Frank Lynn 


How a new stamp brand was introduced and promoted 
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for you 
to enter 


Printing 

Sponsored by Peninsular Paper Co., 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256, 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners will receive award 
certificates. 


Closes last day of each month 


Home Selling Merchandising Programs 
Sponsored by “Practical Builder,” 5 S. 
Wabash Av., Chicago 3. Open to any- 
one in the home building business, with 
plaques to advertising agencies that han- 
dle winning programs. 


Closes November 30, 1957 


: Informative Labeling for Plastics Products 
With lways-curren : 

- ay ent, 3rd annual, sponsored by The Society 
Colorific-indexed of The Plastics Industry Inc., 250 Park 
catalogs in Heinn Av., New York 17. Covers labels, tags, 

. inserts, packaging, etc. giving informa- 

Loose-Leaf Binders, tion on consumer products. Open to all 

salesmen and dealers manufacturers and marketers of con- 

sumer plastics products. Classification 

find three-second awards and a grand award will be 
answers instead of made. 


° Closes December 1, 1957 
fumbling for 


information. They Electric Housewares Promotions 
free their minds Sponsored by Natl. Electrical Manufac- 
f ti Ili g turers Assn. Information from Distrib- 
or creative sellin utor Contest Editor, Electric House- 
— new sales wares Section, NEMA, 155 E. 44th St., 
New York 17. Covers any type of elec- 
arguments, market- tric housewares promotion used by dis- 
ing suggestions tributors in 1957, such as mailings, dis- 

— ‘th oth p a i Tn ? plays, radio and tv, ads, ete. 
new tie-ins wl other pr u . ur Closes December 31, 1957 
sales go up and selling costs drop in relation to volume. 


" . Lithographic Awards 
Nearly 90% of sales executives contacted in a recent survey 8th annual, sponored by Lithographers 
said that Heinn Loose-Leaf Binders had helped their salesmen Natl. Assn. Inc., 381 Fourth Av., New 
‘ “ York 16. Open to lithographers, adver- 
and dealers. Such help invariably tisers, agencies, designers and others. 


° ° _ — . om : 
opens the way to creative selling —_— _—_——> _—_——= Covers 48 classifications of materials, 
1 ! iz Sf their lithographic quality, art, design 
++ + SO you Can Close more sales! sf i | and functional value. 


Closes January 10, 1958 
Illustrated: A whole ‘‘family’’ of Heinn 
—— ee ae, Copyright 1957, by The Heinn Company, Milwaukee Musical Themes in Advertising ; 
8th annual, sponsored by American Mu- 
sic Conference; information from the 
° S Philip Lesly Co., 100 W. Monroe St., 
Sales-hashioned VATCM CTT Ca Cre ILC mT) Catt. o* Chicago 3. Covers any printed or outdoor 
° advertisements using a musical theme to 
ia NE ee <a al promote non-musical products, or sery- 
° S  . ices. There are no restrictions on who 
correspondence and impress your trade. Thou- on pr™ no g ¥, wo? ; may submit entries. 
sands of sales executives know these V . "5 : 


salesmen more productive, keep your product messages 
before dealers between sales calls, 


o* ere * xor Closes January 21, 1958 
facts because they're Heinn cus- et “ i 


tomers. You can learn the « 
of wen. . Changeable Sign Installations 

sales-making Heinn ° act ° e 

on nel ant ar ; ’ Sponsored by Wagner Sign Service Inc., 
a mailing ° ‘ ‘ . . . eae t “ ; 
a 4 J o* wre®™? on? Tot on 218 S. Hoyne, Chicago. Covers sign in- 
atic tte e gol? stallations using Wagner changeable let- 
ters and mounting equipment. Open to 
sign companies and their employes. 
Prizes to be awarded for best photos of 
Copyright 1957, by ; ° sf ale sie signs; also for best statements on how 
The Heinn Company, Milwaukee “=” \w Wagner products increased business for 
- sign company or its customer. 

Closes February 21, 1958 
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HOW 


ne ng eegemenanen 


Full color illustrations may double the appeal 
of a catalog. On the other hand, they may just 
double the bill! Very often certain products 
look their best in dramatic black and white. 


Your experienced printer, lithographer or silk 
screen representative can help you with this 
kind of problem. He’s a storehouse of infor- 
mation. He knows how to keep costs down 
without loss of quality. That’s why it’s always 


November 1957 


MANY COLORS IS A CATALOG? 


—— 


worth your while to talk with him before you 
start any job. He’ll save you time, money 
and aggravation, too! 


You'll like working closely with your printer, 
lithographer or silk screener. We know 
because we’ve done it for years in bringing 
printers the quality papers they need to serve 
you best—the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 


ar 





Outdoor 
Displays 


Of Special AUTOMOTIVE 
id 5 3 me 


Cer amet) 
ite ae ia 


PETROLEUM 


TIRES 
PD FLAG PENNANTS 


In drill-cloth, paper, polyethylene or plastic 
impregnated cloth. Printed or plain. Many 
colors. 


DISPLAY 


Heavy paper cutout letters and numbers faced 
with fluorescent. Sizes: 9’ and 20’. Any as- 
sortment. 


) VERTICAL POLE DISPLAYS 


2-way. Fit any size pole. Out- 
door cloth printed in Day-Glo. 
3-ft. x 6-ft. Eight stock mes- 
sages. 


> BIG LETTER-BANNERS 


REE Gs 


We form your message with 13” x 19” cloth 
letters, and sew on ropes ready to hang. Reg- 
ular or Day-Glo. 


> PROPELLER 
PENNANTS 


Ten 17” plastic spinners in 5 colors strung on 
40 ft. wire ready to hang. Twirl in slightest 
breeze. 


> STICK-ON POSTERETTES 


MNS a) 


at et ele 


For auto bumpers, windows, showcases, ap- 
pliances. Self-adhesive. Made of paper, alumi- 
num or plastic. 


> CUSTOM-MADE DISPLAYS 


From your sketch we'll develop and produce 
alrnost any outdoor display in paper, cloth or 
r ast.c. 


D FREE DISPLAY CATALOG 


Shows these and other display items made 
ond sold by Pratt. Write now for your copy. 


The Pratt Poster Co. 


AN 
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READERS 


Don’t Omit Flowers 


e Your recent article on Christmas 
gifts in business was read with ex- 
treme interest and amazement, for, 
lo and behold—not one mention 
was made of what is considered the 
perfect gift in the business world— 
flowers. 

Today business thanks business 
with flowers for all occasions, ac- 
cording to our research, which was 
conducted through the 11,000 mem- 
bers of the Florists’ Telegraph De- 
livery Assn. 

As you pointed out, some firms 
do not favor the use of tangible 
gifts and what is more intangible 
than flowers? What other product 
provides one of the nicest ways of 
saying “thank you” without making 
it too apparent as an item of value? 
Sentiment has reached many a 
hard-headed businessman who has 
come to think of flowers as a thing 
of beauty, acceptable anywhere, and 
which are never construed as any- 
thing but what it stands for—a love- 
ly, thoughtful gift for home and 
office. And what wife doesn’t ap- 
preciate flowers? 

Perhaps it is not too late to in- 
form your readers that flowers 
stand ’way above other gifts in ac- 
ceptability, and should have been 
included in your very fine article. 

ROBERT WERDEN 

Public Relations Director, Flor- 

ists’ Telegraph Delivery Assn., 

Detroit 


Marks Index Issues 


® We find AR so valuable that we 
file our issues intact. In fact, we 
have a continuous file of issues since 
we first subscribed to the publica- 
tion. As you can imagine, this file 
is getting voluminous. 

I mark with a pen on the spine 
of those issues which have the semi- 
annual index. This editorial index is 
very helpful in enabling us to find 
the specific issues for articles for 
reference purposes. 

On each of the issues which carry 
the semi-annual editorial index, 
why not imprint that fact on the 
binding edge? Then I could re- 
move to a storage file all issues ex- 
cept these and keep the index issues 
in my file for reference purposes. 


This would make my file much 
smaller and still give me a complete 
reference index to all editorial ma- 
terial. 
Roy B. McHenry 
Production Mgr., Atlantic Nation- 
al Advertising Agency, Norfolk, 
Va. 
(A good suggestion, and we'll con- 
sider seriously the possibility of 
adding this information. But before 
we do this, we'd like to get the re- 
action of readers to the proposal, 
and reports on other ways in which 
the index is being used .. . Ed.) 


Chinese Proverb 


e Confucius say: “Man who can’t 
put tongue in cheek often replaces 
with foot in mouth.” 

Thanks for spelling our name 
right. 

TED WoRNER 

Ted Worner & Associates, New 

York 
(Mr. Worner’s cryptic letter refers 
to the comment we made in Editor’s 
Notebook in July on National 
Mothproofing Month. . . Ed) 


AR For Cat Naps! 


® Please note that my Associate 
Editor, Bella, makes regular use of 
AR! 
JOHN D. STANARD 
Editor, Tennessee Grocer, Chat- 
tanooga 


(And sometimes we think we’re 
going to the dogs . . . Ed.) 


Foil Letterhead 


e In reference to your article in 
the August issue on foil printing, 
I think your readers may be in- 
terested in the enclosed foil letter- 





CLEAN AS THE NEW HAMMERMILL BOND. It isn’t often that you will see 
a speck of dirt in Hammermill paper nowadays. Every bit of pulp that goes into 
any Hammermill paper gets a final cleaning through centrifugal equipment that 
whirls any impurities out of the pulp—equipment that Hammermill spent a half 


million dollars to invent, develop and install. This ~yet 
extra step makes Hammermill Bond cleaner than RMMERM 


ever. Another reason why it prints better, types better, BOND costs no more 
looks better. Hammermill Paper Company, Erie, Pa. and actuatty less than many oth 


er watermarked paper 





With Hammermill Offset 
you can print the difference 


Ask any hunter. It’s the stock that makes the 


big difference in the gun you love to hold. And with 
Hammermill Offset, you can print that difference 
show subtle variations in colors and textures. Today's 
Hammermill Offset reveals fine product distinc- 
tions, adds realism —and sales appeal —to your 
printed pieces. 

Lithographed on Hammermill Offset, Substance 70, Super-Smooth finish. 

MANUFACTURED BY 
HAMMERMILL PAPER COMPANY e ERIE, PA. 
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head (see cut), produced by silk 
screen by Fine Arts Reproduction, 
Louisville. 


Transparent yellow ink and 


opaque black are used, with flat 
opaque white being used for the 
area to be typed on. 
M. R. KampBacu 
Market Planning Manager, Coch- 
ran Foil Co., Louisville 
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Agencies and Exhibits 


e I have read your August issue 
with a great deal of interest, par- 
ticularly with reference to the place 
of advertising agencies in industrial 
shows and the question of whether 
an agency should buy exhibits or 
not. 

Our particular agency has prob- 
ably been involved more in shows 
than most. So I thought you might 
be interested in another viewpoint. 

Some years ago, we made an ex- 
tensive study on participation in 
exhibits by various types of organ- 
izations. One of the findings was 
that an inordinate proportion of the 
cost of shows was being charged 
to “advertising” although participa- 
tion in shows was not primarily for 
strictly advertising purposes. I am 
very much afraid that the transfer 
of responsibility for trade show 
purchases to the agency would just 
be that much more reason for 
charging a high proportion of the 
cost to advertising. 

Here’s just one example of how 
serious this can become: One com- 
pany — and the largest in its par- 
ticular field — recently expended 
well over twice the amount of its 
total annual advertising budget for 
a single exhibit. Fortunately, this 
company did not charge the cost 
against advertising. 


>» The second point is that there are 
very few agencies who know enough 





Should You Run Your Own Lettershop? 


Here are a few factors to take into consideration 
before you make the final decision on setting up 
lettershop operations within your own organization. 
Based on a speech by Francis S. Andrews before 


the 1957 DMAA convention in Washington. 





Making Line Art from Photographs 
In this ingenious combination of photography and 
artwork, many advertisers have found quality and 
economy combined. This article tells how it is done 
and the effects that can be obtained with it, based 
on the experience of Warwick Typographers, St. 
Louis. 





The Best in Animated Motion Pictures 
A selection of the prize winners in the competition 
sponsored by the Screen Cartoonists Guild. Held for 
the fifth time this year, 25 producers have entered 
sequences taken from both tv commercials and spon- 
sored business films. Six foreign studios were also 
represented. 





Designing for Outdoor Posters 
In this article, adapted from the book ‘Art Direct- 


ing,” an expert gives some of the elements that 
must be considered if you want an outdoor poster 
with impact. He takes up the elements one at a 


time, and ends with eight key check-points. 





A Report on a Report 
The president and board of 
Ruder & Finn, give the 
thinking behind one of the few detailed annual re- 


the chairman of the 
public relations counsel, 
ports to issue from a p.r. firm, and one of the most 
handsome to be released by anybody. 





Time and Money Saving Twists in a New 
Building 
When the Rumrill Co., 
agency, planned a new building, it 


Rochester, N.Y. advertising 
made sure that 
the architects included features that promoted effi- 


ciency. Here is an exclusive tour through the build- 





ing, with an eye peeled for useful ideas. 





e One for the Road 
. an institutional campaign that is now traditional 


with Martinson’s Coffee in the New York area. 


e A Short Course in Production 


. one ad agency sees that its staff members know 


OTHER enough about production to avoid costly errors. 
SPECIAL © Making a Film for Internal Use 
FEATURES Standard Oil's safety division made its own 


sound color film, and is rarin’ to g n its next. 


e When Santa Comes bv Train 
. .. A Fort Wayne department store has developed 


an unusual Christmas promotion that covers the 


community. 
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Gathers | 
opens flaps 
stuffs 
moistens 
prints indicia 
stacks 
counts 


JO years 


experience 


guarantees high-speed 
performance. and non-stop production! 


See how Inserting & Mailing Machine’s 30 years of job-tested experience 
can increase use of profitable mailings, reduce costs. This heavy-duty, 
production machine performs eight operations, prepares up to 4,500 pieces 
per hour and more with the variable speed control. Count on uninterrupted 
work flow—no stops, jams, misses; years of quiet performance; low service 
costs. Check these features: Vacuum-Feed System —handles ripple, coated or 
glossy stock with equal accuracy . . . Postal Indicia Printer—more economical 
than the postage meter... Double Detection System ...Warning Light 
Controls .. . Automatic Delivery Conveyor. 


Bo he 


eS [] Send ‘‘New 2-Station Phillipsburg” 
a | brochure. 
INSERTING (| Arrange a demonstration 


Nome . —_Title_ 


& MAILING compan 
MACHINE CO om 
os 


PHILLIPSBURG, NEW JERSEY 








Service from Coast to Coast 
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about shows and the problem of 
show exhibits to be capable of tak- 
ing the major responsibility for ex- 
hibit buying. It is our opinion that 
the best results are obtained by 
dealing with specialized exhibit 
builders, the agency serving mainly 
as a “censor” to ensure that some- 
body doesn’t go hog-wild and that 
good advertising practices are not 
violated. Despite our very consider- 
able experience in the show busi- 
ness, we ourselves have felt that 
this procedure is the one of greatest 
service to our clients. 

ATHEL F. DENHAM 

Denham & Co., Detroit 


laronnarion 
WANTE 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Roll-Up Signs 


@ I would much appreciate infor- 
mation on sources for thin alumi- 
num signs that can be rolled up like 
a calendar for distribution. 
WILLIAM SatTzuK 
Mfrs. Rep., Detroit 


Talking Manikins 


e I need some help locating a man- 
ufacturer of electronic sales mani- 
kins, those little gnome-like sales- 
men that talk with recorded mes- 
sages to customers in supermarkets. 
O. Ray WELLS 

Advertising, Lubbock, Tex 


Wanted Vol. 1, No. 1 


® The writer has every issue of 
your publication except the very 
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“Look alikes”’ in slumber wear 
by Munsingwear™ is a great idea, but in Black 
Box Collotype you get something different! You get 
uniform printing from an entirely different printing 
process ... different in visible quality ... anda 
long-remembered difference in money that you save! 


Only collotype gives such soft, continuous tones in black 


and white or full color . . . without any intervening 


screen or dot. And with collotype all you need is the 
same type of copy you require for offset printing. 


We'll be happy to show you the difference. 
Write now for full information. 


Te ee eee 
Screenless printing 


Telephone: AVenve 3-0262 


...Choose BLACK BOX BLACK BOX COLLOTYPE STUDIOS, INC. 


(Screenless Photogelatine Printing) 
4840 West Belmont Avenue « Chicago 41, Illinois 


* Samples of this beautiful 30" x 40” 
'.. Munsingwear display are available 
while our limited supply lasts. 


The only commercial collotype printing plant West of Ohio. 


For DISPLAYS « POSTERS « TRANSLITES ¢ AD BLOWUPS « PRESENTATIONS 
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IDEA NO. 112 


Safety Gets a Coffee Break 


A single Bumper Strip sold both 
safety and coffee for the PAN- 
AMERICAN COFFEE BUREAU, 
N.Y.C. To promote safer driving, 
the Bureau had BRYANT PRESS, 
N.Y. lithographers, print a cool 
million of eens red-and-black-and- 
white messages . . . plugging fre- 
quent stops for a “‘coffee break.’’ 
And to hold ’em tightly in place on 
a million car and truck bumpers, 
they applied three million strips of 
self-sticking, easy-to-attach 
KLEEN-STIK! 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


eT SCOT} 


P.O.P. ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 113 
Sweet Seller for TreeSweet 


A colorful 3-D package replica forms 
the centerpiece of this novel verti- 
cal “SLIDE-STIK”’ for the TREE- 
SWEET PRODUCTS CO. of Santa 
Ana, Calif. Ingeniously die-cut and 
scored, it goes together in a jiffy to 
“pop out” its selling story. And 
with the aid of two peel-and-press 
KLEEN-STIK strips on the back, 
it goes up in another jiffy on super- 
market shelves, walls, refrigerator 
cases, etc., pointing the way to 
‘““‘Today’s Best Buy’’— complete 
with large spot for today’s price. 
“Juicy” printing and die-cuttin 
job by SCHMIDT LITHOGRAP 
CO., San Francisco. 


See your regular printer, lith- 
ographer, or silk screen 
printer for more business- 
building KLEEN-STIK ideas 
-.-or write on your letterhead 
for our free “‘Idea-of-the- 
Month”. 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 


S-% S"H S* SM S"M SS" S*M SH S"H SS" S"H S"H S"H S"H SH S"H 


for Advertising and Labeling 
7300 W. Wilson Ave. ® Chicago 31, Ill. 
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first. I'd like to get a copy. If you 
have none, perhaps some of your 
subscribers might be willing to part 
with this issue. 

Naturally, I'm willing to pay a 
premium for the No. 1 issue. Thanks 
for any help you can give me. 

EvERETT WHITMYRE 
Whitcraft Productions, Syracuse, 
N.Y. 
(We can’t help Mr. Whitmyre, for 
our stock of early issues is depleted. 
But it’s flattering to be considered 
a collector’s item already ... Ed.) 


Character Models 


® We are interested in getting 
names of fabricators of giant char- 
acter models for use at promotional 
events. For example, a giant bear, 
pirate, Indian or similar figure. 
F. Van _ IDERSTINE 
Ad. Mgr., Carter Oil Co., Billings, 
Mont. 


Bumper Strips 


@ In your March issue there was an 
article on What’s New In Fluores- 
cent Color, in which you mentioned 
its uses for bumper strips. 

Can you direct me to a few com- 
panies that feature these strips in 
their line? 

BERTRAND J. OLIVER 
Vice pres. of accounts, Kretschmer 
& Dinner Inc., Scranton, Pa. 


Wheel Charts 


@ Please send us several sources 
for wheel charts. We know of one 
firm, but do not have its address. 

S. Harotp Lasow 
S. Harold Labow Advertising Agen- 
cy Inc., New York 


Spanish Calendars 


® I need to locate a source of calen- 

dar pads printed in Spanish. I 

would like these in pads of one 

month each for a year, each pad 
approximately 5x7”. 

MANNING CULPEPPER 

Ad. Mgr., Blue Bird Body Co., 
Fort Valley, Ga. 


Contest Results 


e Will you please send me any 
data you may have concerning the 
volume increase of sales resulting 
from consumer contests in the food 
or allied fields, either in terms of 
units or dollars moved? 

If available, I would appreciate 


any general information you may 
have concerning comparative trends 
in volume of sales before, during 
and after such contests. 
CuHarLtes H. Swartz 
Research Dept., Robinson, Adel- 
man & Montgomery, Philadel- 
phia 


Table Easels 


e A client of ours is interested in 
buying table-top easels in quantity 
for their 84x11” sales presentation. 
Can you send us a list of manufac- 
turers of such an easel? 
NEAL V. FatIn 
Bowman & Block Inc., Buffalo, 
ee 


Models in Lucite 


e I am interested in contacting a 
supplier who can provide us with 
sculptured models or models em- 
bedded in clear lucite blocks. 
JoHN M. KEELING 
Sales & Ad. Mgr., Appliance Di- 
vision Trimfoot Co., Farmington, 
Mo. 


Package for Bulbs 


® Can you give me the names and 
addresses of those firms listed on the 
enclosed tear sheets from your June 
issue? I would like to get in touch 
with them on the development of 
a package for bulbs. 

JOHN MASEK 

John’s, Apopka, Fla. 


Quick Labels on Boxes 


e My client is looking for an inex- 
pensive method of imprinting the 
sides of a special box to be used in 
the storage of fruit products. The 
package consists of thin wood pan- 
els laminated between two pieces of 
cardboard. The boxes are shipped 
flat, measuring 21x47”, about 3/32” 
thick. 

He would like to get, in either 
one or two colors, the name of the 
grower on the side of the boxes. 
This would be simple, if it were not 
for the time element. Orders, which 
go up from 50M boxes, are usually 
held back until the grower knows 
the size of his harvest. Thus the 
selling season is only about two 
months, during which all orders 
must be completed and shipped. 

JAMEs H. FLOWERS 

Mgr., Waynesboro Advertising 

Agency, Waynesboro, Pa. 





MODERN LETTERPRESS 


HAS NEW 
ADVANTAGES 


Competitive research has created 
a modern letterpress founded on 
new concepts and supported by 
equipment and materials that 
prove them on paper—new ad- 
vantages that give you, the print- 
ing buyer, even higher fidelity— 
more flexibility and greater dollar 
value. If you demand crisp black 
and white reproductions and 
illustrations alive with color that 
are cleaner, truer, and sharp, call 
in your photoengraver and letter- 
press printer and check the NEW 


advantages of modern letterpress. 


— 


For your free copy of "The 
Advantages of Modern Letter- 


press” write to Rolled Plate Metal 


Sons 


Company, 196 Van Brunt Street, 
Brooklyn 31, New York. 


oS 


~ 


QUALITY PHOTOENGRAVERS PLATES 
WYO na 
OWL BRAND 


MICRO-METAL 
ZOMAG 


FOR GREATER AUDIENCE ACCEPTANCE, PRINT IT LETTERPRESS 
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For FAST... EFFECTIVE...ECONOMICAL ART 
have CRAFTINT SHADING MEDIUMS and 


ALPHABETS at your 
FINGER-TIPS! 


t R E E Craf-Tone — Craft-Color — Craf-Type 


Two Drawer Full-Suspension File Cabinet 
(Made of heavy gauge steel with smoothly operating, nylon 
bearing-track channel construction, valued at $50.00) 


Pius 200 Large Storage Folders valued at $7.00 


AGENCY DEAL 
2 sheets each of 180 of the most popular CRAF-TYPE patterns. 
3 sheets each of 70 of the most popular CRAF-TONE patterns 
11 sheets each of CRAFT-COLORS— Red, Vermilion, Yellow, Medium 
Green and Medium Blue, plus 4 sheets each of the other 30 colors. 
200 Folders FREE. 
Two Drawer File Cabinet FREE 
Agency Deal Total — $498.50 
STUDIO DEAL 
1 sheet each of 180 of the most popular CRAF-TYPE patterns. 
2 sheets each of 49 of the most popular CRAF-TONE patterns. 
7 sheets each of CRAFT-COLORS—Red, Vermilion, Yellow, Medium 
Green and Medium Blue, plus 2 sheets each of the other 30 colors. 
200 Folders FREE. 
Studio Deal 


$249.50 
File Cabinet (Half price) . 


25.00 
Total — $274.50 


] 
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ype BERR REE 


THE CRAFTINT 


1615 Collamer Avenue ° 


CRAF-TONE Anew, better, more eco- 
nomical adhesive-backed Shading Sheet! With Craf-Tone 
you can choose from more than 291 graduated tones, tints 
and patterns. Never before has a selection of Benday and 
Specialty patterns been manufactured and arranged in proper 
shading sequence in 15 distinct categories. Processed on 
thin-gauge Matt-finish acetate—Craf-Tone eliminates GLARE 
and insures sharper, cleaner reproduction. Available in 
black, reverse (white) and colored patterns. Everyone’s first 
choice for quickly shading art work for newspaper, direct 


mail, posters, maps, graphs, technical drawings and silk 
screen process work. 


CRAF-TYPE a quality, time-saving, 
money-saving aid for artists, designers, draftsmen, map 
and chart makers, layout and production men! Alphabets 
..- Numerals... Symbols... in every popular style and 
type size! On transparent, Matt-finish (NO GLARE) self- 
adhering acetate sheets! For smash headlines, for curving 
type. It eliminates expensive typesetting and lettering. 
Designed for every conceivable use and effect! 


CRAFT-COLOR Truly wonderful colors 


...S0 easy to apply! Transparent, waxed-back solid color 
sheets . . . for making brilliant, impressive layouts, poster 
effects, package designs, mechanical illustrations, maps and 
sale charts. These thin-gauge, self-adhering acetate sheets 
are available in 35 brilliant colors. 


F R Ee | t Craftint offers you a brand new, 


complete Shading Mediums Catalogue, Second Edition, 
packed with valuable information and aids for all Graphic 
Arts. Send for your free copy today. Also available is our 
free 160-page, No. 46 Catalogue listing complete artists 
materials. 


j “Wt 


MANUFACTURING CO. 


CLEVELAND . CHICAGO 
Cleveland 10, Ohio 


NEW YORK ° 





CHECK LIST FOR 


Ot/ 


I SOLVED IT. 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Multi-Carbon Forms 
Ease Multiple Burden 


While the numerous nation-wide 
requests for literature on our prod- 
ucts were most gratifying to us, 
there was no doubt that they rep- 
resented an almost _ staggering 
amount of detail work. 

The evolvement of anew multiple- 
carbon form, however, solved our 
problem nicely. In one form, we 
now have the following — once 
separate — items: 

@ a mailing sticker 
e a “lead” for field representatives 
e a record for our files 

An additional advantage to chalk 
up for the multiple-carbon form is 
its ability to keep both our mailing 
list and that of our sales people up 
to date with no extra work in- 
volved. 

DorotHy GEORGE, 

Catalog Clerk, Eitel-McCullough 

Inc., San Bruno, Cal. 





The individual or company whose name appears below has requested =| 


and received information on FIMAC products 


Blank Manufacturing Company 
Attn: Mr. John Doe, “nginser 
0000 Smith Street 

re, U.S.4. 


AS A RESULT OF 

xX AD NO.1)] - General Catalog 
PRESS RELEASE NO 
LETTER OF INQUIRY 


| 
NAME HAS BEEN ADDED TO MAILING LIST 
AT YOUR REQUEST 

ya AT INDIVIDUAL’S REQUEST 








Forgetful Dealers 
Get Memory Aid 


In going over order forms from 
dealers requesting national ad re- 


print self-mailers for customer use, 
we came across an amazing dis- 
covery! While the dealers obviously 
wanted the mailers, many of them 
had forgotten to fill in their name 
and address on the space at the 
bottom of the order form. 

Since all incoming mail is opened 
in the mail room, and envelopes 
discarded there, these no-name 
dealer requests left us without a 
clue as to where to send the mail- 
ers. 

We solved the problem finally by 
running the form letters through 
the Addressograph at the same time 
we ran the mailing envelopes, thus 
assuring us of the dealer’s name 
and address. 

Oddly enough, in addition to 
solving the basic problem, this sim- 
ple plan has also resulted in more 
of our distributors requesting the 
promotional material. 

Everett B. NELSON 

Ad. & Sales Prom. Mgr., Barreled 

Sunlight Paint Co., Providence 

R.I. 


New System, Plus Camera 
Ups Release Results! 


Because we weren't receiving 
enough editorial mention in the 
trade publications or local press, we 
decided to systemize our flow of 
publicity. 

Using a five-month publicity pro- 
duction board, we keep a record of 
all releases by subject, date of mail- 
ing, and general class of publication 
receiving it. 

This keeps us aware of the num- 
ber of releases sent out in immedi- 
ate months preceding, what is cur- 
rently in production, and what will 
be available soon, without the ne- 
cessity of digging through the re- 
lease files. 

As an extra news-promoter, we 
bought a 4x5” camera and see that 
we never miss an opportunity to get 








Catalo 


Give your customers the kind of catalog 
they /zke to use. Give them the kind they 
like to look at. 


Make your catalogs: 


LOOSE-LEAF 


easy to add or remove pages 


DURABLE 


to stand handling 


FLAT STACKING 


for neat desk piles 


FLAT OPENING 


easier handling, easier reading 


EXPANDABLE 


for adding new pages 


ECONOMICAL 


quantities cost less 


‘ones eee 


ACCOPRESS BINDERS for your cata- 
log covers give you every feature for 
more “Sell” —plus all the appeal you can 
add with color, embossing or printing. 
Write us, or ask your stationer to 
show you the complete Acco line for 
keeping papers together in every 
department of your business. 


The Accopress 
Binder com- 
bines loose leaf 
convenience, 
large capacity 
and economy. 
Ideal for Cata- 


log Covers. 


When transfer time 
comes just slip the 
bound papers from 
the Accobind Folder, 
insert a mew Acco 
Fastener and the 
Folder is veady for 
another year's filing. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 
(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 


THE ACCOWAY SYSTEM 


{for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 


Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronte 
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Ine performers... 


VENUS EXTENDED 


VENUS CONDENSED 


For contrast — specify Venus Extended and Venus Condensed. 

The wide range of weights available in both series provides 
multiple combinations to meet your every need. Only Bauer 

offers you such a broad selection of these versatile modern types. 


VENUS EXTENDED available in light, medium, bold,; 
extrabold, and in italics in light, medium and bold. 
VENUS CONDENSED available in light, bold and extrabold. 


For complete specimens, see your nearest Bauer Type Dealer 
or write on your letterhead to: 


BAUER ALPHABETS, INC. eS 
235 EAST 45th STREET, NEW YORK 17, N. Y. 
OX 7-1797-8-9 


experienced 
“on camera” 


crescent tv bristol board is 
double-sided — light gray and 
dark gray — two ways better! 


crescent tv illustration board — 
unusual quality in two 
stand-out grays! 


, write for free sample today, to: 


CHICAGO CARDBOARD CO. 


240 N. Homan Ave Chicago 51 
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newsworthy photos of company 
representatives in  publicity-wise 
situations such as plant tours, visit- 
ing dignitaries, etc. While the cam- 
era did not mean doing away with 
our regular professional photog- 
rapher, it did create many extra 
news releases for us at times when 
we could not get the photographer 
and the news-event together. 
Tuomas S. Hook 
Ad. Mgr., Pemco Corp., Balti- 
more. 


Revives AR Cartoons 
For Goodwill Mailings 


I have found a good use for those 
old, but still funny, cartoons that 
have spiced the pages of ADVERTIS- 
ING REQUIREMENTS. 

Having made a file of all of my 
favorites, I now select an appro- 
priate one when mailing out bills 
and letters and staple it to the cor- 
ner of the sheet. 

They have proven to be not only 
very good PR men, but also help 
to ease the tension when a client 
is presented with a big bill. 

“AR is good to the last cartoon.” 

RIcHARD F. Kurr 

Ad-Art Associates, 510 Walnut St., 

Reading, Pa. 


Close-Deadline Ads 
Get Expedited Art 


Confronted with the problem of 
producing similar or identical art- 
work for use on close-deadline ads 
with Ben Day screen or multi-col- 
ors, we managed to get “finished 
art” in minutes rather than hours 
by the following solution: 

The necessary overlays are ex- 
ecuted as always, but instead of 
duplicating the overlay art for sub- 
sequent ads, we ordered film posi- 
tives of the art and used them as 
the overlays. 

This procedure has saved many 
hours of duplication during paste- 
up time, and is particularly useful 
when four or five pieces of ad mate- 
rial require identical art except for 
size. 

One requisite for success in this 
method is the rendering of the art- 
work in line technique; another 
possible pitfall arises if the photo- 
graphic overlay happens to interfere 
with the normal operation of an 
engraver’s or lithographer’s camera 
such as casting shadows, etc. 

On the whole, though, we have 
found the process most satisfactory. 

W. J. Henry Jr. 

Prod. Mgr., Lavidge & Davis Ad- 

vertising, Knoxville, Tenn. 





YOU'RE JUDGED 


YOU'RE JUDGED BY 


OUr 


Chances are you're pretty particular about the 
hat you wear. You want it to make a good im- 
pression, reflect your own personality. But are 
you sure what kind of an impression your business 
makes when it comes before the critical eyes of your 
prospects? When you send out booklets, brochures, 
annual reports, do they create a good impression? 

One way to impress your prospects favorably is 
through printed selling pieces. When you take 
care to produce top quality printed pieces, you 
show respect for your prospects. In turn, they 
show respect for you. In printing, top quality be- 
gins with paper. So always use the very best. 


printing 


Team up with a GOOD printer. The way 
to look your best in print is to consult a good 
printer at the very start of a job. 

You'll find him extremely helpful in saving you 
time, effort and money. He knows how to deliver 
printed pieces that attract favorable attention to 
your business, enhance your reputation and in- 
crease your sales. 

A good printer will probably specify Warren’s 
High Standard Printing Papers for your jobs. He 
knows Warren’s produces top quality results. 
S. D. Warren Company, 89 Broad Street, Boston 1 
Massachusetts. 


> 


printing papers 
make a 
good impression 
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New offset press cuts costs for 
many publishers and agencies 


Big new web-fed offset press pro- 
2 vides the perfect answer for those 

“problem” jobs that are too long 
for sheet-fed presses and too short for 
rotogravure or letterpress magazine equip- 
ment. Produces catalogs, publications, 
broadsides, circulars in one to four colors 
— page size 84x 11 or multiples — up to 
64-page sections in one operation. Rated 
speed 20,000 sections per hour. Complete 
facilities from art to mailing — currently 
printing program sections of four editions 
of TV Guwwe MaGazIne. 


Write for samples 
Q, and price information 
A 


Yes! We can make 
price and imprint 
changes economically! 


Price and imprint changes 
anywhere on outside of 
sheet can be made at ex- 
tremely low cost—without 
stopping the press! A valu- 
able advantage for many 
advertisers. 


HENRY WURST, Inc. 


550 INDUSTRIAL BLVD 


e KANSAS CITY 15, KANSAS 


$& & S& & & To start getting your share of 


Advertising 
Requirements 


sales power in the $3 billion 
advertising-production-merchandising 
market, call your AR representative today. 


Advertising Requirements, 200 E. Illinois St., Chicago 
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All meetings listed here are annual con- 
ventions, unless otherwise described. 


NOVEMBER 


1-2 . . . Broadcasters Promotion 
Hotel Sheraton, Chicago 


5-7 . . . Canadian National Packaging Ex- 
position, Automotive Building, Canadian 
Natl. Exhibition, Toronto 


10-14 . . . Outdoor Advertising Assn. of 
America Inc., Jung Hotel, New Orleans 


11-13 Industrial Audio-Visual Ex- 
hibition, Trade Show Building, New York 


14... Advertising Research Foundation, 
Hotel Plaza, New York 


17-21 .. . Eighth National Plastics Ex- 
position, International Amphitheatre, Chi- 
cago 


25-27 .. . Advertising Essentials Show. 
Hotel Roosevelt, New York 


18-20 . Public Relations Society of 
America, Sheraton Hotel, Philadelphia 


21-22 . . . American Management Assn. 
Special Marketing Conference, Statler Ho- 
tel, New York 

28-31 .. . National Industrial Packaging 


& Material Handling Exposition, Atlantic 
City 


{ssn.. 


DECEMBER 


2-4 . . . International Assn. of Fairs & 
Expositions, Hotel Sherman, Chicago 


2-6 . . . Exposition of Chemical Indus- 
tries, New York 

10-11 . Society of Plustics Industry 
Film, Sheeting & Coated Fabrics Div. 
Conference, Commodore Hotel, New York 


14-18 .. .National Assn. of Display Indus- 
tries, New York 


JANUARY 


6-8 . . . American Management Assn. 
Packaging Conference. Commodore Hotel, 
New York 

16-23 .. . NHMA Nationel Housewares 
Exhibit, Navy Pier & Drill Hall, Chicago 
17-19 .. . Advertising Assn. of the West. 
Midwinter Conference, Hotel del 
nada, San Diego, Cal. 


27-29 . . . National Combination Storm 
Window & Door Institute. Sherman Hotel, 
Chicago 


Coro- 


“Sprangg!!”’ 
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_ 4 
‘i Sunoco Display in 5 Colors 
Size: 42” x 20” 


_ PLASTIC DISPLAYS 
an Marlboro 


————e CON FILTR 


. 


(ENGINEERED, BUILT, INSPECTED BY CHRYSLER CORPORATION | 
Chrysler Corporation Display 

Printed in 4 Colors : 

Size: 20” x 12” ol 


Philip Morris Display in 4 Colors 
Size: 9” x 13” 


a 
SR ame ey s Wy 


Wearever Display 
Printed in 5 Colors 


Size: 22” x 12” 
|[rans]2 lastix 


Plastic dispiays did a fine sales job for these outstanding advertisers because 

they are printed in glorious full color process. Became part of window, 

NOT an unsightly appendage. So novel...so new...so valuable looking it received 

instant dealer acceptance because the clear see-thru plastic does not block out 

daylight or obscure merchandise inside the window or store. USES...For stores, on 

windows, doors and inside walls...as a mobile or a shelf-talker...on merchandise, 
attached to appliances to sell at P.0.P....for gasoline pumps and outdoor truck _ ~~ 18° oh 
signs (our plastic is absolutely weatherproof). EXCLUSIVE FEATURES OF TRANSPLASTIX...Other types of plastic signs 

are unsightly because they wrinkle. This clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial 
copy illustrated perfectly. Sizes up to 40”x54”. Quantities from 200 to a million. ECONOMY... Instead of planning an 

old fashioned display with expensive mounting and shipping cartons, you can buy a Transplastix 


for less money, rolled in a tube and delivered with lower mailing cost. ullman 


Write for information: 2 Yavufre, 


Inc, 
319 McKIBBIN STREET, BROOKLYN 6, N. Y.* HYACINTH 7-3700 


A division of The Ullman Company, Inc... Established 1888 
FOREMOST PRINTERS-IN PHOTOGELATIN AND GRAVURE PROCESSES...SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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HOLLYWOOD 
AD BANNERS 


A “Natural” for Unused Walls... 
Do Not Compete for Display Space 


Deliver Your Sales Message at a 
Glance 


Add Prestige to Your Product 
Stay Up for a Long, Long Time 


Send for our FREE BOOKLET. It’s loaded 
with ideas that will spark your promo- 
tional program. 


FREE SKETCHES . . . NO OBLIGATION 


HOLLYWOOD BANNERS 


116 EAST 32ND STREET * NEW YORK 16, N.Y 
TELEPHONE: OR 39-4790 


BUILD 
ACCURATE 
RELEASE 
GRD RE 


With the Only 
Complete Listing 
of Over 3450 
Business, Farm 
and Consumer 
Magazines 


BACONS 


PUBLICITY CHECKER 
6th Annual 


| ew 
auLN for 1958 
NEW Penmawenr 


each magazine. Makes 
list building fast and easy. 


@ EDITOR CODED— Bacon's editor-coded 
system shows exactly what material is used 
by 3453 Business, Farm, and Consumer 
magazines. Pin-points publicity—saves on 
preparation, photos and mailing. Sturdy, 
fabricoid, spiral bound book. 6%" x 9%” 
size, 320 pages. Write for your copy today. 


f PRICE $18.00 
§ Name 
{ Company 
ff Address 
} City 

Bill: 


Sent on Approval 


State 
0) My Company 


BACON’S CLIPPING BUREAU 
14 E. Jackson Blvd 


) Me 


Chicago 4, Illinois 
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for ADMEN 


© How To Predict What People 
Will Buy, by Louis Cheskin, Liv- 
eright, New York, 233 pages, $5.... 
Magazine articles appearing in var- 
ious publications over the past 10 
years are the “chapters” in this 
book. Van Allen Bradley, editorial 
writer and book editor of the Chi- 
cago Daily News, edited the articles 
“.. . to eliminate unnecessary repe- 
tition.” Sprinkled liberally through- 
out the pages are such conceptual 
terms as “sensation transference,” 
“unconscious level testing,” “invol- 
untary reactions,’ “ego elements,” 
“subconscious associations,” “pres- 
tige identification” — all of which 
are interspersed with recurrent 
controversial statements certain to 
arouse reaction among those whose 
business is market research. 


® Dictionary of Photography, edited 
by A. L. M. Sowerby, Philosophical 
Library, New York, 726 pages $10. 
. . This is the 18th edition of a book 
whose first edition was issued in 
1889, and in its articles from “a” to 
“Zoo Photography,” it includes in- 
formation on almost every branch 
of photography. 

With its diagrams, instructions 
and formulae, this is a useful addi- 
tion to the reference shelf of anyone 
who has gone beyond the box 
camera stage. 


® Business Reports, Investigation 
and Presentation, by Chester Reed 
Anderson, Alta Gwinn Saunders, 
Francis William Weeks, McGraw- 
Hill Book Co., New York, 407 pages, 
$6... Reports are the bane of ex- 
istence for most executives, even 
those, like admen, who supposedly 
enjoy writing. Yet they must be 
written, since they are the favored 
medium of communication in most 
of today’s businesses. 

This textbook, now in its third 
edition, starts with the need for the 
report and goes through, chapter by 
chapter, the planning, collection of 
data, organizing, and final writing 
and presentation. The first edition 
of this book was published in 1929, 
and it has benefited from years of 
practical use in the classroom. All 
three authors are on the faculty of 
the University of Illinois. 


© The Astonished Muse, by Reuel 
Denney, The University of Chicago 
Press, 264 pages, $4.50 .. . This is a 
difficult book to review, perhaps 
because it is a difficult one to read. 
The jacket describes it as “a con- 
structive and incorrigibly witty 
view of popular culture in Amer- 
ica.” The last half of this description 
is factually correct; the first half is 
more a matter of personal opinion. 

Advertisers, who are attempting 
to move the public to acceptance of 
an idea or a product, must base 
their campaigns on a knowledge of 
where the public is at the moment, 
what is their starting point for the 
desired motion. This is, of course, 
another phrase for popular culture. 
The better understanding admen 
get of this ill-defined term, the 
more effective their advertising can 
be. 

Mr. Denney, an associate profes- 
sor of social science at the Uni- 
versity of Chicago, devotes separate 
chapters to various aspects of pop- 
ular culture, including television, 
football, comic strips, science fiction 
— and advertising. His comments 
are witty, if not always too per- 
tinent, and will succeed in making 
the thoughtful reader either chuck- 
le, get started on an unusual line of 
thought, or get angry. All of these 
may be productive of a new ap- 
proach to advertising. At the very 
least, they are indicative of a facil- 
ity with words; at the best, they are 
trenchant and provoking. 


> A few quotes from the chapter on 
advertising may give an idea of Mr. 
Denney’s approach: 

e The scientifically trained  re- 
searcher may well be a man who 
rationalizes with mountains. of 
methods a contribution . . . that has 
its real root in his empathy and 
intuition. 

e A hard and fast rule of advertis- 
ing, known as the Seesaw Effect, 
says that when the scale of claims 
made for the customer goes up, the 
claim for the product goes down, 
and vice versa. 


e Their (designers) concern for the 
consumer’s privilege of seeking a 
meaningful contact with his but- 
tocks is the banner of a new luxury 
as contrasted with the old. 


e The slogan of the new realism in 
the decor of consumer hard goods is 
“A Non-Luxury You Can Afford To 
Finish Yourself To Show How Long 
Your Week Ends Are.” 


While these are, of course, ripped 
bodily from their context, they may 
be indicative of the fact that Mr. 
Denney is hardly a_hide-bound 
conservative in his approach to 
modern advertising. 





FEBRUARY 1958 


Jan. 1- Feb. 28 
Butter Coffee Cakes Months . . . spon- 
sored by American Dairy Assn., 20 N. 
Wacker Drive, Chicago. 


Feb. 1-28 
Vational Heart Month . . . sponsored by 
American Heart Assn., 44 E. 23rd St., 
New York 10. 
Ice Cream and Cherries Month 
sponsored by American Dairy Assn., 20 
N. Wacker Drive, Chicago 6. 


Feb. 2-8 
National Children’s Dental Health Week 
sponsored by American Dental 


Feb. 6-12 
Boy Scout Week . . . sponsored by Natl. 


Council, Boy Scouts of America, New 
Brunswick, N. J. 


Feb. 9-15 

Advertising Week . . . sponsored by Ad- 
vertising Assn. of the West, 425 Bush 
St., San Francisco 8; Advertising Fed- 
eration of America, 250 W. 57th St., 
New York 19. 

National Beauty Salon Week . . . spon- 
sored by Natl. Hairdressers and Cosme- 
tologists Assn. Inc., 205 N. LaSalle St., 
Chicago 1. 


Feb. 14-24 
Nationally Advertised Brands Week .. . 
sponsored by Chain Store Age, 2 Park 


Av., New York 16. 


Feb. 16-22 
National Engineers’ Week . . . sponsored 
by Natl. Society of Professional Engi- 
neers, 2029 K St.. NW, Washington. 
International Wheat Bread for Toast 
Week . . . sponsored by Intl. Bread 
Weeks Inc., 111 N. Marion St., Oak 
Park, IIl. 


Feb. 17-20 
Paper Week . . . sponsored by Ameri- 
can Paper & Pulp Assn., 122 E. 42nd 
St., New York 17: Technical Assn. of 
the Pulp & Paper Industries, 155 E, 
14th St., New York 17. 


Feb. 23-28 
Pencil Week . . . sponsored by Lead 
Pencil Mfrs. Assn.. 60 E. 42nd St., Rm. 
2918, New York 17. 








INSTANT 
HEADLINES 
for 

e Bulletins 

e House Organs 
e Catalogs 

e Flip Charts 


@ Promotional 
Literature 


Display Type Automatically Yours 
with Headliner right in Your Office! 


Reduce Typesetting Costs...Speed up Advertising Production 


Now....the Headliner by Vari- expose, develop, fix and deliver 
Typer does the finest, fastest clean, crisp reproduction proofs 
and most economical job of photo- ....ready for any method of re- 


setting display type....right in production. 


your own office. Your office girl will become an 


Just choose the type style to fit expert headline setter in no time 
your job from a wide selection of at all! 

Headliner Typemasters....and 
then by quick character selection, 
spell out yourheadline. Automati- 
cally, the Headliner will space, 


Display Type is always on tap... 
Work goes faster....Save time 
and Typesetting Costs! 


Mail this coupon TODAY! 


O eam-vveee Constantin Sua * 


VARI-TYPER CORPORATION AR-107 


Text by Vari-Typer 
Headlines by Headliner 


| 
0 VARI-TYPER | Please send more Headliner information: | 
CORPORATION Name 


| 720 Frelinghuysen Ave., Newark 12, N.J. 


720 Frelinghuysen Avenue, Newark 12, N.J. 
Subsidiary af Addressograph-Multigraph one Sa 


But, small or large, packages of all sizes demand 
the best possible reproduction. Whether it be for 
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A PROOF IS A PROMISE 


You look at the engraver’s proof. There, in your hands is the promise of things to come. 
How the plate will reproduce ... how your prospects will see your message. Is it good 
enough to represent you? Is it really good enough? 


Ask yourself. 


Does it get across the color and sparkle of the original copy? Does it coax and persuade 
and demand action with its type and tone and clarity? 


Yes— it does if Superior made it. A proof from a plate by Superior is a promise of profits to come. 


day or night call - 
SUPERIOR 7-7070 pethetieiiiicdatheedchs 3 DSc oOoInD: 


ADVERTISING TYPOGRAPHY e LETTERPRESS AND OFFSET PROCESS PLATES e 215 W. SUPERIOR STREET, CHICAGO 10, ILL. 


24 + ar + November 1957 





dwertising Requirements 


If you're a one-man 
ad department... 


By William A. Arter 
Creative Director 

Byer & Bowman Adv. Agency 
Columbus 


It's fine to be one of a smooth- 
running advertising team, whether 
in an agency or for an advertiser. 
But it is also fine to be that phe- 
nomenon of many smaller advertis- 
ers, the one-man (or one-woman) 
advertising department. At least 
from this distance it seems to me it 
was fine. 

The other evening, by command 
of her majesty, I was cleaning out 
my hideaway. My progress was 
greatly slowed by finding and ling- 
ering over mementos of my adver- 
tising past. Among other finds was 
a little black book that logged my 
varied job activities for some weeks 
of a year long past. I was, at the 
time, the one-man advertising de- 
partment of an optical firm dealing 
with doctors and opticians through- 
out the middle west. 


> Frankly, the record had been 
expected to prove to my manage- 
ment what a versatile jewel they 
had in me. It was also intended to 


be part of a not-too-subtle cam- 
paign for a raise. Whether or not it 
fulfilled its purpose, I don’t remem- 
ber. 

Today it serves as a somewhat 
embarrassing reminder of my brash 
confidence, as well as an interesting 
on-the-job record of the kind of 
job held by thousands of admen. 

Since that time I have been ad- 
vertising manager of other and 
larger companies, with the help of 
assistants and agencies. For more 
than a decade I have been with an 
agency myself. And for the same 
decade I have taught advertising 
classes in college. The latter stint 
has given me an opportunity to 
share the problems of many former 
students wrestling with the mani- 
fold duties of 
wolves. 

The perspective I’ve acquired 
gives me a better chance to appraise 
the one-man department; and pos- 
sibly to be a bit of help. 


advertising lone 


> The following suggestions do not 
constitute “The Complete Adman” 
but they will offer a usable idea or 
two. If, in spite of contrary intent, 
they sound patronizing or preachy, 


If you are working all by yourself. 
you will find these special 
techniques of value in helping you 
work more efficiently. 


blame it on the teaching job. 


1. Don’t be an aloof goof .. . Sure, 
advertising is the greatest profes- 
sion; and your talents are different 
from those of your intra-company 
associates; but be the most gregari- 


ous guy in the place. You'll learn 


from foremen, workmen and sales- 
men. You'll glean help from 
traffic manager, the credit manager, 
the purchasing agent and the engi- 
neers. Learn to know your com- 
pany s customers first hand. (It may 
be painful to discover how silly 


some of your ideas sound out on the 


firing line, but it’s part of growing 


up.) You'll do well to take out a 
take your turn on 


sample case or 
the sales floor if it can be arranged. 


You'll plan and write a lot more 


realistic promotion at your desk. 

Do your best to get yourself in- 
cluded in management councils: as 
a mark of 
also as a way of learning 
about the broad problems and ob- 
jectives of your company. Do a lot 
of listening when you’re with man- 
agement. If you 
present, be sure 


have an idea 
it’s fully 


and workable. Don’t announce it as 
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the 


stature, to be sure, but 


more 


baked 


the greatest idea since automation. 
Let others wax enthusiastic while 
you take a modest bow. 


2. Be a part of advertising-at-large 
. . In other words, don’t risk get- 
ting “inbred” by sticking only to 
your own kind of advertising. The 
one-man department is likely to 
lose perspective and to miss the 
stimulation of contact with others 
of his profession. Meet frequently 
with other ad people, formally in 
the clubs, and informally, wherever 
you can. If yours is too small a 
community for such contacts, be 
especially sure to get to advertising 
conventions and conferences. 

By all means read the advertising 
and related magazines. Make notes 
of significant articles. Create an in- 
dex to back issues or file the 
articles themselves. Read the busi- 
ness press of your particular indus- 
try, too, and try to relate your 
reading to your job, 


3. Be a time budgeter . . . No per- 
son is so likely to scatter his time 
as a one-man ad_ department. 
Granted there are often too many 
duties and too many directions in 
which to “gallop off,’ some regula- 
tion of your time is still possible. It 
is easy to get all wrapped up in an 
interesting job of minor importance 
and give it too much time. Try to 
evaluate the jobs you have to do 
and allot more time to the impor- 
tant ones. Avoid becoming a clerk. 
If the steno assigned to you isn’t 
help enough, cast about among 
others. Often you'll find one with 
time on her hands who will wel- 
come the chance to be in on some 
“interesting” work. Learn what are 
your own most creative hours and 
try to keep them free for original 
thinking. Save the routine tasks for 
relaxation of the grey matter. 


4. Don’t be an “odd jobs depart- 
ment” . Just as a company’s ad- 
vertising budget often becomes the 
dumping ground for expenses un- 
wanted by others, the ad depart- 
ment is likely to get tasks it 
shouldn’t. You'll gain respect by 


26 * ar + November 1957 


We 


questioning the odd jobs that come 
your way. Don’t be flattered when 
some other executive butters you 
up and slips you one of these. He’s 
just proving he’s a better executive 
than you are by getting you to do it. 


5. Don’t be dazzled by your own 
cleverness . . . Just-out-of-college 
people seem to feel that to be clever 
is to be an advertising man. Clever- 
ness does indeed lift many an ad or 
direct mail piece out of ordinari- 
ness, but don’t let it do so at the 
expense of sound selling. Doubly 
question your flights of fancy. Your 
bias in their favor may blind you 
to the fact that they sidetrack the 
main idea. Note how sparingly most 
successful advertisers employ hu- 
mor. Remember that sincerity is 
the flavor you seek and that self- 
conscious wit often destroys it. 


Fh 
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6. Be a helping hand accepter ... 
Take advantage of the help that is 
extended to you. Your local paper 
merchant will advise on paper, sup- 
ply samples and make up dummies. 
Your engraver will advise you on 
preparation of artwork and photos 
as well as plates. Printers’ repre- 
sentatives always include some men 
who can be of tremendous help in 
planning printed material. Consult 
with them at the planning stage to 
avoid costly paper waste, wrong 
plates and expensive hand opera- 
tions. A frank, friendly attitude 
toward suppliers will make your 
job easier. An attempt to pretend 
more knowledge than you possess 
can be costly. 


>» A few one-shot suggestions: 


@ Keep a “style book” of art sam- 
ples. Any kind of looseleaf book 
will serve to hold samples, clippings 
of artwork, lettering, design or 
complete ads. Use them in talking 
to artists or studio representatives, 
to avoid vague descriptions of the 
kind of stuff you want prepared. 


e Learn one of the simpler methods 
of casting copy. Most type houses 
have devices to make it easy and 
you'll save later grief and money 


if you correctly estimate type space 
needs. 


@ Look for chances to get dual or 
multiple use out of your artwork, 
plates and type proofs. As an auton- 
omous, one-man department, you 
are uniquely situated to take full 
advantage of such possibilities. Good 
artwork can be used over and over. 
Full-color plates may be no partic- 
ular luxury if they can serve a 
number of places—space ads, book- 
lets, folders, catalog sheets, blotters 
and what-not. For small-quantity 
productions (sales portfolios, for in- 
stance) you can clip illustrations 
from over-runs of other printing 
and tip them in place. 


e Let your photographer put on 
film all regularly used artwork: 
logotypes, trademarks and standard 
illustrations. Order prints over the 
phone as needed. Order to the size 
required by negative number. 
Prints make extra sharp copy. 


e Carry a notebook or some slips 
of paper to capture fleeting ideas. 
Try keeping single sheets, about 
business-card size, in your wallet. 
They seem to work better than a 
notebook and it takes only a word 
or two to recall the idea. Provide 
an orderly way to file or transcribe 
them and destroy the duds. The 
thing to remember is it’s so doggone 
easy to forget, and ideas, once gone, 
seldom come back. 


e Have a hideaway for uninter- 
rupted work. Find a place where 
you “get away from it all” 
phones, visitors and other interrup- 
tions. If you can find such a place, 
use it sparingly, for the kind of 
jobs that require concentration, not 
as a place to get out that notice of 
the class reunion. 


> The list might go on indefinitely, 
Your ingenuity, doubtless, has sug- 
gested many time-saving tricks of 
your own. That’s one of the stimu- 
lating things about such a job—the 
challenge to do more than one man 
should be expected to do, and find- 
ing a way to do it. 44 








it's dangerous to ride somebody else's coat tails 


in advertising, as these case histories, culled by 


an expert, clearly point out. 


By Albert Woodruff Gray 


Since the dawn of history unfair 
trade, riding on the running board 
of another’s car, has been con- 
demned. “The voice is Jacob’s voice 
but the hands are the hands of 
Esau.” 


The Case of the 
Mustard Seed 


> In a recent action there was sub- 
mitted to the Federal District Court 
in New York a small and transpar- 
ent plastic ball that might be worn 
on a bracelet or watch chain. In the 
center of the ball, clearly visible, 
was a mustard seed. With the ball 
was a tag on which was printed a 
verse from the Bible and, “Your 
Remembrancer contains a genuine 
dark mustard seed. May it remind 
you frequently of this scripture. 
Keep it with you — and remember 
to have faith — always.” 

These “Mustard Seed Remem- 
brancers” were produced and mar- 
keted by a husband and wife under 
the name of The Flint Co. Through 
the publicity afforded by friends 
and acquaintances, within a year 
and a half sales of this novelty, 
reached a hundred thousand. 

Some time after this trinket had 
been on the market a jewelry firm 


copied the plastic ball and its mus- 
tard seed content, attached the same 
Bible verse on a tag with, “Your 
charm contains a genuine mustard 
seed. Keep it with you and remem- 
ber to have faith always. Gain hope, 
confidence, success and a full life 
through faith.” 

This the jewelry firm followed 
with advertisements in business 
journals, with circulars and book- 
lets. In Women’s Wear Daily was 
carried, “Warning Notice. We here- 
by notify the jewelry trade and the 
general public that ‘Mustard Seed’, 
‘Mustard Seed Charm,’ and ‘Mus- 
tard Seed Faith Charm’ are our 
trademarks, are in use by us and 
we have duly filed applications for 
registration pursuant to the trade- 
mark laws of the U. S. for use in 
connection with jewelry. We intend 
to guard zealously and protect our 
trademarks and property rights. We 
shall seek appropriate legal redress 
and damages against any and all 
infringers,’ followed by the name 
and address of this firm. 


>In the action brought by the 
Flints for unfair competition, appli- 
cation was made for an injunction 
against the further marketing of 
this “Mustard Seed Remembrancer” 
by the jewelry firm. In opposition 
to that application it was urged that 
as no secondary meaning had at- 
tached to this product’s name to 





identify it in the mind of purchasers 
as solely the product of the Flints, 
there had been no unfair trade to be 
enjoined. 


> In granting the injunction against 
the further exploitation of the trade 
in this “Remembrancer” which the 
Flints had created, it was said by 
the Federal court in these words, 
“While unfair competition [in ad- 
vertising] was originally applied to 
the palming off of one’s goods as 
those of a rival trader, and there- 
fore required proof of an established 
secondary meaning, this limited 
view has been considerably broad- 
ened in recent years, particularly 
in the State of New York, to include 
what is an unfair course of dealing, 
even without proof of an established 
secondary meaning. 

“The question is not whether a 
secondary meaning has been estab- 
lished but whether the acts com- 
plained of are ‘fair or unfair accord- 
ing to principles recognized in eq- 
uity and not the morals of the 
market place.” 

This statement the court supple- 
mented with the quotation of a New 
York statute enacted in 1954, “Like- 
lihood of injury to business reputa- 
tion or of dilution of the distinctive 
quality of a trade name or trade- 
mark shall be ground for injunctive 
relief in cases of trademark in- 
fringement or unfair competition 


November 1957 + ar + 27 





notwithstanding the absence of 
competition between the parties or 
the absence of confusion as to the 
source of the goods or services.” 


The Case of the 
Lawn Sprinkler 


> As authority for this determina- 
tion the court referred to a decision 
by the Federal courts only a few 
months before. “In a recent case the 
Court of Appeals of this circuit up- 
held the granting of a preliminary 
injunction on the ground that the 
defendant’s advertising and packag- 
ing of its product was so similar to 
the material used by the plaintiff 
for its product as to entitle the 
plaintiff under state law to protec- 
tion, even without a preliminary 
showing of secondary meaning.” 

In that case manufacturers of a 
lawn sprinkler sued for an injunc- 
_ tion against a competitor, contend- 

‘ ing that it had launched an adver- 
tising campaign of a sprinkler sys- 
tem closely resembling in its de- 
scription the advertising and product 
of these manufacturers. 

In the defense interposed to this 
unfair trade action for an injunction 
against the simulation of advertis- 
ing, the accused defendant con- 
tended there was evidence neither 
of a secondary meaning of its trade 
named product or consumer confu- 
sion. Further, that the failure to 
copyright this advertising literature 
cast it into the public domain. 


> Here an injunction was granted 
against the further use of advertis- 
ing counterfeiting the catalogs and 
literature of the first manufacturer. 
In its decision the Federal court 
said of the grounds for its determi- 
nation, “The principal consideration 
is whether the defendant is attempt- 
ing to ‘palm off’ its goods as those 
of the plaintiff. The ‘palming-off 
theory appears to have superceded 
the so-called ‘secondary meaning.’ 

“Actual competition is not neces- 
sary as a basis for injunctive relief 
to prevent the imitation of a name. 
It is not essential to prove actual 
confusion, deception or bad faith as 
a basis for injunctive relief to pre- 
vent the use of a name which is 
likely to lead to confusion. The sole 
test of liability is whether the acts 
done, even in organizing the de- 
fendant or in the prosecution of its 
business subsequently, invaded any 
right of the prior corporation or ex- 
ceeded the boundaries of fair com- 
petition.” 

Then of the contentions of the 
defendant in its defense to this 
charge, the court continued, “The 
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gist of the cases cited by the de- 
fendant is that unless one has a 
clear-cut patent or has established 
a secondary meaning by long and 
extensive usage, general character- 
istics, such as shape, color, design, 
etc., will not be interfered with by 
the courts even if those characteris- 
tics are deliberately copied. It would 
be like someone trying to claim the 
right to the waters of the ocean. 

“The defendant would not be 
prejudiced if its price list were of 
different color and its numerals in 
different sequence. On the other 
hand even if defendant be acting in 
good faith, confusion in the minds 
of consumers may be created and 
the law abhors this. Authorities 
cited by the plaintiff hold that even 
if there be no ‘palming off the law 
will protect property rights of com- 
mercial value from unfair infringe- 
ment.” 


The Case of the 
Rival Hotels 


> From this decision against further 
advertising of this character the 
competitor appealed. In a recent de- 
cision by the United States Court of 
Appeals confirming the granting of 
this injunction against advertising 
of this character, it was said, “The 
preliminary injunction here granted 
is valid. The defendants’ advertising 
and packaging of their product is so 
similar to the material used by the 
plaintiff for its product as to entitle 
the plaintiff under state law to pro- 
tection, even without a preliminary 
showing of secondary meaning.” 

Less than two years before this 
decision was rendered, an action in- 
volving a similar instance of unfair 
competition had been before a Fed- 
eral court in Arkansas. There an 
injunction was demanded by a hotel 
owner against a competitor’s use of 
the advertising of the first hotel 
owner. Here the court, observing 
that the advertising folder, to which 
objection was made as a violation of 
the law of unfair competition, was 
the same in general layout and ap- 
pearance and likely to cause con- 
fusion in the minds of prospective 
customers, quoted as the law the 
statement of a well recognized legal 
authority. 

“The general rule is that the ap- 
propriation of another’s advertising 
matter or method is not, of itself, 
unfair competition although it may 
become such where it induces or 
may induce the public to suppose 
that in dealing with the appropri- 
ator they are dealing with or ob- 
taining the product or services of 
the originator. Unfair competition 


begins where imitation results in 
the deception of the customers of 
the party complaining.” 


The Case of the 
Dealer Dodge 


> Almost a quarter of a century ago 
the principles asserted by the courts 
in this recent decision were adopted 
by a Federal court in forbidding a 
retail automobile dealer the use in 
its advertising of the name “Dodge,” 
dressed in the same manner as that 
name is advertised by the manufac- 
turer. 

As described by the court, the 
name as used by the manufacturer 
was, “In block type, in white letters, 
on a very deep blue background 
with the letter ‘E’ in the word 
‘Dodge’ having its middle stroke 
carried out slightly beyond the up- 
per and lower strokes.” The three 
outstanding characteristics were a 
blue background, white letters and 
block letters. 

Suit had been brought by the 
manufacturer to prevent the use of 
the name by a retail dealer of this 
name in white, block letters on a 
blue background. In granting an in- 
junction against that use the court 
specified, 

“Summing up the whole matter it 
seems to me that when the manu- 
facturer claims the public has been 
deceived or is reasonably likely to 
be deceived by the advertising of 
this dealer, such deception must rest 
on proof that the dealer has appro- 
priated something peculiarly be- 
longing to the manufacturer and as- 
sociated in the public’s mind by 
reason of expenditure of money and 
wide, continuous and uniform ad- 
vertising, with the manufacturer’s 
business. 

“It seems to me that an individual 
or a business firm could and must 
use the name ‘Dodge’ in describing 
what is in truth a ‘Dodge’ car. 
Where however it is not this name 
of its product but an appropriation 
of a sign adopted at great expense 
and over a long period of time by 
the manufacturer for advertising its 
product, then the act of deception is 
in this intentional appropriation of 
this distinctive sign, not in the use 
of the name. Bearing therefore this 
distinction in mind it seems to me 
that what the manufacturer is en- 
titled to have stopped, is the inten- 
tional use by the dealer of the man- 
ufacturer’s distinctive form of ad- 
vertising the name ‘Dodge.’ 

“It would, perhaps, be asking too 
much to compel the public to dis- 
tinguish between the association of 
the words ‘brothers’, ‘motor cars’ or 











‘cars with this word ‘Dodge’ or with 
merely the peculiar ‘E’. It would 
seem that the word ‘Dodge’ used in 
which block letters on a blue back- 
ground in connection with an auto- 
mobile business would probably 
have the same effect on an average 
person’s mind. Beyond this I do not 
think the court should go in striving 
to protect one business firm against 
possible competition by another 
legitimate business.” 


























The Case of the 
Employe Rivals 







> In reference to the discernment of 
the public mentioned in this deci- 
sion, a characterization made long 
ago by a Federal judge was that, 
“The law is not made for the pro- 
tection of experts, but for the public 
— that vast multitude which in- 
cludes the ignorant, the unthinking 
and the credulous who in making 
purchases do not stop to analyze but 
are governed by appearances and 
general impressions.” 

In New York City many years 
ago an advertising service company 
undertook to furnish its customers 
with window advertising displays. 
Large photographs of current events 
were supplied several times each 
week to over 5,000 subscribers. Em- 
ployes of this company left and set 
up their own organization in the 
conduct of a similar business. 

Their purpose, according to the 
court, was to copy in all its details 
the methods of this service com- 
pany. They used, as did the service 
company, contract slips varying in 
color for the length of the service 
contract. Forms of their contracts 
were identical. Rates for the service 
were the same. 

Injunction against this servile im- 
itation was granted by the court 
with, “We believe that the service 
company is entitled to a temporary 
injunction restraining these defend- 
ants from first, the use of the head- 
ing used by them upon their or- 
dinary news service which simulates 
that used by the plaintiffs; second, 
in the use of the contract slips or 
blanks which in color, language, 
shape and arrangement are copies 
of those used by the plaintiff, these 
being the more glaring instances of 
unfair trade competition and those 
by which the greatest damage is 
likely to be wrought.” 




















































The Case of the 
Windless Clock 


> Recently unfair competition 
charges were made by a Swiss 
watch manufacturer and its Amer- 


ican distributor, against an Amer- 
ican firm. This second manufacturer 
had counterfeited a clock of this 
Swiss manufacturer, of a distinctive 
appearance that until 1949 had re- 
tailed for $315, when it was reduced 
to $175. This clock was unique. 
While spring-driven, the spring was 
wound by very slight weather 
changes, dispensing with any man- 
ual winding or external energy and 
was known as “Atmos — the per- 
petual motion clock.” 

In 1952 this American firm intro- 
duced an electrically-operated clock 
that in appearance was an exact 
replica of the Swiss clock. The 
United States District Court denied 
the Swiss manufacturer and its dis- 
tributor an injunction against what 
they contended was unfair competi- 
tion. In so doing the court said of 
competition of this character, 

“The gist of unfair competition is 
unlawful interference with the busi- 
ness of another, not merely the nat- 
ural interference occasioned by law- 
ful competition. Unlawfulness lies in 
fraudulently inducing the public to 
buy the wares of the junior com- 
petitor believing it is buying those 
of the senior. The essence of the 
wrong is that the public is misled, 
possibly although not necessarily to 
its detriment and the senior com- 
petitor is unfairly deprived of cus- 
tomers to whose trade it was legiti- 
mately entitled.” 


> From the refusal of this court to 
grant an injunction the Swiss man- 
ufacturer appealed. In_ reversing 
that decision and granting the in- 
junction against a continuance of 
the unfair competition of this 
American clock manufacturer, the 


- 





When the account 
sisted that he wanted t 
a free-hand chalk-talk 


> 
for office was thrown int 
VaDUI York, came up 
; screened copy and art 
Idea the account man 
Al Ipuz aR enabled him t 


A favorite device 


visitor repeated five times, at 
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ausannennenecunesnonensurssenes 


United States Court 
said, 

“The actionable harm in a sec- 
ondary case may result from the 
likelihood (a) of loss of customers 
or (b) of loss of reputation or (c) 
of both. Such loss can result from 
the customer’s belief that the com- 
peting article derives from the same 
source as that of the party com- 
plaining. 

“The American manufacturer 
copied the design of the Atmos 
clock because the manufacturer in- 
tended to and did attract purchasers 
who wanted a luxury design clock. 
The manufacturer’s intention thus 
to reap financial benefits from 
poaching on the reputation of the 
Atmos clock is of 


of Appeals 


Ad Lib Presentations 


major impor- 

tance.” 44 
ART 

execulive 1 notoriously } lraltsman, in- 
use 1 presentation based n his jiving 


before an important client, the whole 


ean’ 


consternation. The Chartmakers Inc., New 


Convention Pictures 


1 particularly neat solution. They silk 

in white paint on white sheets. Visible 

t invisible to his audience, the device 
1 smooth and effective presentation 
building attendance is taking pictures of 


visitors with a Polaroid camera, but Bucyrus-Erie had a new 
twist at the Road Builders Show. Two mirrors were set at an 
angle, the visitor seated between them, and the camera pointed 


over his shoulder into the mirrors. The result was a shot of the 


various angles. The exhibit was 


built by Hartwig, Milwaukee. 
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PACKAGES 


SET = 

ag er 1. Cake Mix for the Dromedary Co. Div. 
eto — of Natl. Biscuit Co., 2. Sponge Thrift- 
Pak for the Nylonge Co., 3. Flour 
Shaker Box for the Pillsbury Co., de- 
signed by Pillsbury, Alcoa & R. C. Can 
Co., manufactured by R. C. Can Co., 
4. Dove Toilet Bar for Lever Bros., 
designed by Tom Comtos, produced by 
Reynolds Metal Co., Louisville, and Pa- 
cific Coast Foil Co., San Francisco, 
5. Ban Deodorant, for Bristol-Meyers, 
designed by Egmont Arens, produced by 
Natl. Folding Box Co., 6. Burn Oint- 
ment for Walgreen Co., 7. Drapery 
Hardware for the Kirsch Co., designed 
by |. C. Bowman, label by Cargill Co., 
Grand Rapids, bag by H. & H. Plastic 
Co., Grand Rapids, 8. Plane Set for the 
Renwal Co., 9. Plastic Tape for Johnson 
& Johnson, designed by Donald Deskey 
Associates, produced by Dillon-Beck 
Mfg. Co., Hillside, N.J., 10. Hardware 
for National Lock Co., boxes by Inter- 
city Box Co., Rockford, Ill. and W. C. 
Ritchie Co., Chicago, plastic sleeves by 

Natl. Plasticrafters, Sheboygan, Wis. 
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That Sell 


Packaging is important. To tell 
just how important it is, you have 
to get down to the retail level, as 
AR editors and correspondents re- 
cently did, and talk to retailers. 

More and more, packaging is the 
force that moves the merchandise 
that last vital 12” from the open 
shelf in the grocer or the hardware 
store or the drugstore into the cus- 
tomer’s hand. 

When you talk to retailers you 
realize that they are well aware 
of the influence of packaging on 
sales. That, in fact, was the one 
point which we were trying to pin 
down. We asked each of the re- 
tailers interviewed to nominate 
those packages which, as packages, 
were most helpful in building vol- 
ume. 


> Retailers, we found, were not 
hesitant in discussing the role of 
packaging. With only a few excep- 
tions, store managers were willing 
to point out packages they felt had 
been’ especially successful. Of 
course, there was not always uni- 
versal agreement. A package that 
worked in one selling situation 
might not work in another. These 
nominations are not meant to be 
complete, nor is this a definitive 
survey. 

However, because individual com- 
ments are not buried in the mass 
of averages, because they are the 
result of interviews in some depth, 
the thinking behind each of these 
nominations should lead to some 
valuable conclusions. 


Handy Sizes... Pillsbury’s Shaker 
Package: This new cylindrical pack- 


Retailers report to AR on the packages that are most suc- 


cessful at the point-of-sale, that move products most rap- 
idly across that last difficult foot — the space between 


the shelf and the shopping basket. 


age, holding only 14 oz. of flour, 
reversed a trend toward larger 
sizes. One small town supermarket 
manager reported that he is selling 
five cases of this package a week, 
and calls it the best package in his 
store. The convenience of the small 
package, easily handled, answers 
the needs of today’s housewife. The 
shaker can was developed jointly 
by Pillsbury, Alcoa and the R.C. 
Can Co., St. Louis, and is being 
manufactured by the latter. 


Clear Nomenclature . . Antiseptic 
Burn Ointment: A Walgreen pri- 
vate brand, an ointment in a col- 
lapsible tube, packaged in a card- 
board folding box, there is nothing 


spectacular about its design. Yet the 


new package helped to boost sales, 
and this is because of the new de- 
mands of self-service. This product 
has been a stand-by for years, 
known to every store manager and 
drug clerk in the chain by its ini- 
tials, ABO. The old design featured 
this monogram, with the full name 
de-emphasized. The new design 
stresses the full description, and 
customers do not hesitate to pick 
it up when they want a burn oint- 
ment, whereas they had passed over 
the old pack for 
named competitors. 


more clearly- 


Convenience in Use . . Band Aid 
Plastic Tape: Buyers were quick to 
recognize the convenience of this 
plastic dispenser package, which 
held a roll of tape and included its 
own device to cut off pieces of tape 
as needed. Many druggists reported 
that this dispenser sold immediately 
as soon as it was put on display. 


The product itself was familiar, and 
most users were only too well 
aware of the difficulty of tearing off 
pieces of tape or trying to find a 
scissors or something to snip off 
the desired length. Package de- 
signed by Donald Deskey Asso- 
ciates, New York, and manufac- 
tured by Dillon-Beck Mfg. Co., 
Hillside, N. J. for Johnson & John- 
son, New Brunswick, N. J. 


Different Packaging .. Dove 
Bath and Toilet Bar: A neighbor- 
hood grocer nominated Dove, which 
he felt was an important new item 
for him. Its packaging, he felt, was 
different enough from others on 
his soap shelves to make this new, 
bright wrapper stand out. It also 
has the character of a drug store 
item, which distinguishes it from 
other soaps in grocery stores. De- 
signed for Lever Bros. by Tom 
Comtos, the wrapper is being fur- 
nished by Reynolds Metal Co., 
Louisville, and the Pacific Coast 
Foil Co., San Francisco. 


Foil Freshness . . Dromedary Cake 
Mix: A large supermarket reported 
that sales of these mixes really 
spurted when this new package in 
foil was introduced. He thought 
customers got an impression of 
freshness and quality. 


Visible Product. . Nylonge Thrift- 
pak Sponge: This package, accord- 
ing to the buyer of a large chain, 
contains four sponges, each in a 
different color, and a plastic soap 
dish, all in a transparent polyethyl- 
ene bag. It is typical of new pack- 
aging that has encouraged impulse 
buying. The product is completely 
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Just off the press, packed with new ideas for 
gummed paper. Sales ammunition galore, 
ready to create more business for you. A free 
copy awaits your request. Ask for book P-21/ 


THE BROWN-BRIDGE MILLS, INC. 
TROY, OHIO 


READY-TO-USE ART 
PREPRINTED MAILERS 
FOR CHRISTMAS 


Hurry! Get generous free 
samples and prices of these 
time- and money-saving art 
proofs for Christmas. Just 
clip and paste. Wonderful 
for offset. Ready for in- 
stant use and surprisingly 
inexpensive. We'll also in- 
clude samples and prices 
of our Christmas cards, 
Christmas “Longies” and 
Christmas “Vue-Mailers.” 


HARRY VOLK JR. ART STUDIO 
Pleasantville 37, New Jersey 
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visible and suggests the purchase 
to the woman trundling by with 
her shopping basket. 


Novelty Packing . . Ban Deodor- 
ant: This bottle features the roll- 
on dispenser top, and a number of 
drug stores and managers of super- 
market drug departments were im- 
pressed with the results from it. It 
pushed Ban ahead of competition, 
although the lead seems to be drop- 
ping under the impact of new, and 
similar, packages introduced by 
other manufacturers. The Ban 
package was designed by Egmont 
Arens, and produced by National 
Folding Box Co. for Bristol-Myers 
Co. 


Appealing Bag . . Renwal Plane 
Set: This package, which holds 
three plastic airplanes in a trans- 
parent polyethylene bag closed with 
a cardboard hanger, was nominated 
by the manager of a chain drug 
store. He picked it as being typical 
of packaging which, while not new 
in the packaging field, is new in the 
markets which it is making possi- 
ble. This flexible packaging is re- 
placing cardboard boxes, which be- 
came soiled and crushed, and from 
which the toy had to be removed 
to be displayed or examined. 


Time-Saving Package . . Nation- 
al Lock Co.’s See-Through Packs 
of Hardware: These boxes, which 
slide in transparent plastic sleeves, 
were highly appreciated by hard- 
ware store managers. Displayed in 
a special rack, they permit the cus- 
tomer to buy what he needs with- 
out taking the time of a clerk on 
what is essentially a small purchase. 
It enables the customer to select 
just what he wants without long 
and complicated explanations, and 
allows the clerk to spend his time 
on more important sales. Designed 
internally, the paper slide boxes 
were made by Intercity Box Co., 
Rockford, Ill., and the W. C. Ritchie 
Co., Chicago. The plastic sleeves are 
supplied by the National Plasti- 
crafters, Sheboygan, Wis. 


Product Illustration . . Libby’s 
Frozen Strawberries: This package, 
a simple rectangular box, wrapped 
in printed waxed paper, gains much 
of its appeal from the realism of 
its four-color photographic render- 
ing of its contents. The introduction 
of the photographic product illus- 
tration, has, according to grocery- 
men, been the major factor in 
boosting the sale of frozen foods. 
The problem here was to get a 
process that was as attractive and 
colorful under fluorescent light as 
under incandescent or daylight. 
This, apparently, has been solved. 


ble Fovarama 


s 
REFILLABLE LIPSTICK Case . 


oe ate 
ones " Per pe s 


Reuse Value ... Retailer reported that 
women appreciated the chance of buying 
a refill instead of a new lipstick. 


Economical Reuse .. Revlon's 
Futurama Lipsticks: A number of 
cosmetic buyers nominated this line, 
with emphasis on the refillable na- 
ture of the packaging. Women can 
now buy a variety of holders, to 
suit their costume or the time of 
day, and shift the lipstick itself 
from one holder to another. When 
the lipstick is used up, rather than 
throw away the whole case, as was 
formerly true, they can merely buy 
a new and_ inexpensive refill. 
Women seem to appreciate the in- 
herent economy. A number of the 
nominators also felt the display 
helps the effectiveness of the pack- 
age. 


Open Selection . . Kirsch’s Dra- 
pery Hardware: Usable quantities of 
these small items are packed in 
transparent polyethylene bags. The 
cardboard closer, punched for 
hanging on a peg-board rack, con- 
tains illustrated directions for use. 
This enables the purchaser to se- 
lect just the items required, with- 
out taking the time of a clerk. In 
this respect, it is very much like 
National Lock’s packages, and is 
liked for the same reasons. De- 
signed by I. C. Bowman for the 
Kirsch Co., the labels were printed 
by Cargill Co., Grand Rapids, Mich. 
The plastic bags are from H&H 
Plastic Co., Grand Rapids. 


> These are an even dozen pack- 
ages, all nominated by men who are 
close to the retail picture. Some of 
them may be, or perhaps even have 
been, prize winners in design com- 
petitions. Others would never have 
reached such a position. But they 
have won their acclaim by their 
performance in the store, by their 
ability to increase sales. 

Looking at them as a group, it is 
a little hard to draw conclusions. 
Most of them are not newcomers to 
the packaging scene, although some, 
like the Ban package, do include 
real innovations. But they are usu- 





at the Fomews Bette Weheols Wempent Cone 


Famous Artists Magazine 


FOR SUPERB COLOR DETAIL...SPECIFY THE STANDARD OF EXCELLENCE 


To portray the color brilliance and fine detail of 
original paintings, Famous Artists Magazine relies 


on the standard of excellence of C1CO coated papers. 


CHAMPION-INTERNATIONAL CO. 
Y GY AUHECHCE, « cutlets 


COATED PAPERS MANUFACTURERS OF QUALITY COATED PAPERS 


NTERN NAL 


® 





These leading paper merchants can supply 


CONNECTICUT 


John Carter & Company, Inc. 
79 Chapel Street 

Hartford, Connecticut 

JAckson 7-8109 


Tileston & Hollingsworth Company 
2348 Whitney Avenue 

Hamden, Connecticut 

CHestnut 8-4455 


DISTRICT OF COLUMBIA 
Stanford Paper Company 

3001 V Street, N.E. 

Washington 18, D. C. 

LAwrence 6-1600 


MARYLAND 


Mudge Paper Company 
501 Water Street 
Baltimore 2, Maryland 
LExington 9-7782 


MASSACHUSETTS 


Andrews Paper Company 
160 North Washington Street 
Boston 14, Massachusetts 
Richmond 2-2200 


John Carter & Company, Inc. 
420 Rutherford Avenue 

Boston 29, Massachusetts 
CHarlestown 2-5000 


Tileston & Hollingsworth Company 
211 Congress Street 

Boston, Massachusetts 

Liberty 2-3870 


Donald Wyman, Inc. 
683 Atlantic Avenue 
Boston, Massachusetts 
HAncock 6-6282 


Whitney-Anderson Paper Co., Inc. 
32 Worthington Street 

Springfield, Massachusetts 

REpublic 3-3196 


MICHIGAN 


Chope-Stevens Paper Company 
240 Chene Street 

Detroit 7, Michigan 

LOrraine 7-6800 


NEW HAMPSHIRE 


John Carter & Company, Inc. 
23 School Street 

Concord, New Hampshire 
CApitol 5-5545 


NEW JERSEY 


Bulkley Dunton & Company, Inc. 
461 Central Avenue 

Newark 7, New Jersey 

HUmboldt 2-5600 


J B Card & Paper Company 
560 Belmont Avenue 


Newark 8, New Jersey 
Bigelow 2-8200 


NEW YORK CITY 
Bulkley Dunton & Company, Inc. 


295 Madison Avenue 
New York 17, New York 
MUrray Hill 9-6400 


NEW YORK CITY 


Capital Paper Company, Inc. 
106 Seventh Avenue 

New York 11, New York 

CHelsea 3-4980 


Hobson Miller Paper Company, Inc. 
280 Lafayette Street 

New York 12, New York 

WOrth 6-0400 


Kennelly Paper Company, Inc. 
501 Fifth Avenue 

New York 17, New York 

MUrray Hill 2-1087 


Milton Paper Company, Inc. 
100 West 22nd Street 

New York 11, New York 
WAtkins 9-6721 


Perkins - Goodwin Company 
589 Fifth Avenue 

New York 17, New York 
MUrray Hill 8-4900 


Royal Paper Corporation 
210 Eleventh Avenue 

New York 1, New York 
WAtkins 4-3400 


NEW YORK 


Franklin -Cowan Paper Company 
210 Ellicott Street 

Buffalo 3, New York 

WAshington 5954 


Genesee Valley Paper Company, Inc. 


1175 East Main Street 
Rochester 6, New York 
HUbbard 2-1510 


PENNSYLVANIA 
Atlantic Paper Company 
Lehigh Avenue at 3rd Street 


Philadelphia 33, Pennsylvania 
GArfield 5-5432 


RHODE ISLAND 
John Carter & Company, Inc. 
421 Industrial Trust Company Building 


Providence, Rhode Island 
GAspee 1-0335 


Providence Paper Company 
160 Dorrance Street 
Providence 1, Rhode Island 
GAspee 1-7600 


Tileston & Hollingsworth Company 
28 North Main Street 

Providence, Rhode Island 

GAspee 1-8441 


VERMONT 


Vermont Paper Company, Inc. 
144 South Champlain Street 
Burlington, Vermont 

BUrlington 2-0035 


EXPORT 


Elof Hansson, Inc. 
711 Third Avenue 

New York 17, New York 
MUrray Hill 7-1177 


Cp) 
Y TD. AMHCOCHCE, - Massachkusell 


MANUFAGTURERS OF 


QUALITY GCOATED 


coated paper 


COATED PAPERS 


Cico-Gloss 
Cico-Flex 
Cico-Print 
Cico-Fold 


Cico-Offset 
Cico-Graph 
Cico-Duoset 
Cico-Brite 
Cico-Lith 


QUALITY CONTROLLED 


BY 


Accupeagy 


CHAMPION-INTERNATIONAL CO. 


PAPERS 





ally new in the market on which 
they are making an impact. Poly- 
ethylene bags, for example, are not 
new, but they are enabling grocery 
stores to sell housewares, are cut- 
ting down handling in hardware 
stores. 

If a package is to be successful, it 
seems, it must be designed with the 
thought of the purchaser in mind. 
He is the one who eventually de- 
termines the success or the failure 
of a package. If there is one factor 
behind the selection of a successful 
package, a package that will move 
goods, it is a clear and discerning 
study of the actual condition in 
today’s changing market place, un- 
der which that particular product 
is being sold. 44 


Dennison Offers Folder 
On Pres-a-ply Labels 


An illustrated color folder de- 
scribing Pres-a-ply self-adhering 
labels is available from Dennison 
Mfg. Co., Framingham, Mass. 

The full-color front cover of the 
photo shows a variety of Pres-a-ply 
labels in applications from name- 
plates to simple price labels, while 
the back cover illustrates the dis- 
pensers available for use with the 
labels. 

Inside of the folder is devoted to 
the Pres-a-ply features for users, 
and a partial list of suggested appli- 
cations. 


- for more details circle 628, page 113 


Unit sales helped . This family of 
gift book cartons, produced by Robert 
Gair Co., has helped Charms increase 
unit volume and persuade consumers to 
sample all flavors. Background colors 
are orange, gray or green. 


Color-Coded Packages 
Adopted by Calgon 


In an effort to improve product 
identification for six of its major 
products, the Calgon Co., div. of 
Hagan Chemicals & Controls Inc., 
Pittsburgh, is using color packaging 
to create the association in the con- 
sumer’s mind of a certain color with 
a certain cleaning job. 

Worked out in conjunction with 


the Reynolds Metals Co.—the sup- 
plier of the packages’ aluminum- 
foil labels—the color-coded pack- 
ages match the color of the product 
in every possible case and also 
differentiate between sudsing and 
non-sudsing products by _incor- 
porating bubbles into the package 
design of the foaming compounds. 

While these products are not sold 
on the retail level but directly to 
hospitals, schools, hotels, and other 
institutions, Calgon feels the color- 
coding scheme will aid in getting 
the institution workers to reach for 
one of their products when a certain 
job needs doing. 


> Carrying the color-coding scheme 
one step further, Calgon is formu- 
lating some of its products to turn 
color in solution. A typical instance 
of this is seen in its “Pinnacle,” a 
pale green powder-form, all purpose 
cleaner packaged in a pale green 
box. Sea-green, when first dis- 
solved, Pinnacle turns a dull green 
when the dirt saturation point is 
reached, thus signaling the need of a 
fresh preparation. 44 


Food Film Packaging 
Discussed in Brochure 


Merchandising effectiveness and 
customer acceptance of meats and 
poultry packaged in film are the 
subjects of a new brochure pub- 
lished by Bakelite Co., division of 
Union Carbide Corp., N. Y. 

Presenting illustrated case history 
studies of the use of Bakelite poly- 
ethylene film in the meat and poul- 
try industry, the brochure stresses 
the maximum protection, at econ- 
omy costs, film packaging can pro- 
vide. 


. for more details circle 629, page 113 


Booklet Cites Case 
For Better Packages 


Is there a salesman inside the 
package you're selling? According 
to a comprehensive booklet from 
the Paraffined Carton Research 
Council, today’s increasing  self- 
service trend has tended to require 
that the man who was once behind 
the counter step inside the package. 

And according to the author, Dr. 
Ernest Dichter, director of Motiva- 
tional Research Inc., The Man In 
The Package is yours to create and 
control — as effectively or ineptly 
as you wish — depending upon 
your design. 

Since the package has become a 
manufacturer’s personal sales rep- 
resentative, Dr. Dichter feels it 
must be designed to fit the con- 





PRODUCTS FOR THE 
ADVERTISING ARTIST 
New! ‘Storyboard’ 


TV Pad —for full-size 
visuals! 


Here's our brand new 

TV storyboard pad that 

allows you to make vis- 

vals of TV scripts in big 

5 x 7” panels. Each page has 4 large video and 
audio panels against a 70% gray background. 
Each segment is perforated so that when the TV 
show has been visualized on the pad, the per- 
forated segments can be taken apart and bound 
to form a complete TV storyboard or presentation. 
Size 14 x 17”. 200 Segment to the pad. 


No. 72C—TV STORYBOARD PAD $2.50 ea. 


The Copi-Counter 


Just roll it over your copy 
— it counts while it rolls! 


THIS LITTLE DOUBLE-DIAL 
indicator, graduated in 
inches and picas on one 
side and inches and agates 
on the other side, is the 
new time saving  instru- 
ment for rapid counting of 
typed manuscript lines, 
measuring columns of type, galley cuts or other 
dimensions of type. In operation, the wheel is run 
up the pages or columns and the length in inches 
or total number of typed lines is indicated on the 
dial. A time saver for typesetting, by quickly 
estimating the total character count, from which 
the number of typed lines can be determined. 


THE COPI-COUNTER $4.95 


Write on your letterhead for 
200-page catalogue of art sup- 
plies. ‘‘An Encyclopedia of Ar- 
tists Materials” 


ARTHUR BROWN & BRO. 


2 WEST 46th ST., NEW YORK 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


1t.O-Graph 

Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


DIVISION OF 


Piao TAI 
- ENGEL, INC. 
728 Wash. Ave., S.E., Minneapolis 14, Minn 
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WE'VE A PAST—AND WE'RE 
PROUD OF IT .. 


It's a dynamic past of more than a 
half century of growth and pro- 
gress in printing gummed papers. 
Our experience and craftsmanship 
enables us to offer you the best 

at economical prices. 

Gummed shipping labels, for in- 
stance, are second nature to 

us. Quantity users who don’t want 
to pay more—for less—turn 

to Eureka. 

Specially designed equipment will 
meet your every need for serial 
numbering, perforating and die cut- 
ting. And if your product requires 
a special gum, our laboratories 

can formulate it for you. 

Tell us your requirements and we'll 


be happy to give you full information 
and prices. 


EUREKA SPECIALTY PRINTING CO. 
568 Electric St.- Scranton, Pa 


The More You Know, The More You Save... 


This might be the motto of Miller, Parkinson and 
Hobbs, Chicago agency, which has developed a 


short course in production for its staff. 


See AR for December for the details. 


(eet ThA Mim oli b 


Y6u are invited to accept a License to receive 
the Stivess Studio Handbooks of Artention- 
Getter Cartoons. Create outstanding messages! 
Used by national Leaders. 4,000 proofs now, 
1,000 new yearly. Free Folder to recognized 
agencies, National Advertisers only! A 
STIVERS STUDIO a , 
BOX 3684 « SAN FRANCISCO 19, CALIFORNIA THE SANDER WOOD ENGRAVING CO., INC. / 542 S. DEARBORN ST. / CHICAGO 5 
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sumer’s idea of a_ well-designed 
package. Among the factors that 
must be included in this design, are 
the following: 


© Adaptability . . . How well does 
the package fit into the space al- 
lotted for it in the consumer’s home, 
car or appliance? 


@ Security . . . Does he get that 
quality feel when he sees your 
package? 


@ Prestige . . . Does buying your 
package give him a feel of greater 
status as a person? 


© Dependability . . . . Does your 
package make him feel you are a 
reliable company? 


®@ Esthetic Satisfaction . . . Does the 
design, color and shape of the pack- 
age please him? 


> In addition to the five packaging 
“musts,” The Man in The Package 
covers other traits to work for when 
designing a package, the side-line 
benefits of good packaging, and 
package testing. 

The booklet is approximately 
12x9” in size, and liberally sprin- 
kled with humorous cartoon illus- 
trations. 

Single copies of the booklet are 
available from the Council at 111 W. 
Washington St., Chicago. 44 


“And This Little’ . . . Ham gets carried 
home, reports Hinde & Dauch, once it’s 
packed in a corrugated traveling case. 
Produced for Val Decker Packing Co., 
the carrier case has boosted ham sales. 


Hollander Offers Sample 
Of New Roll Labels 


A new perforated roll address 
label that is designed to resist curl- 
ing or sticking has been introduced 
by the Allen Hollander Co., New 
York. 

The labels are manufactured with 
a new combination of paper and ad- 
hesives that allows them to run 
through the machinery as smoothly 





as a piece of ungummed paper thus 
allowing an average of 10% increase 
in operating efficiency. 
Testing samples are available. 
+ « « for more details circle 630, page 113 


Premium included . . . In this three pack 
carton, developed for Hormel by Atlanta 
Paper Co., a premium snap-it bracelet is 
included in the package. A coupon 
printed on the top can be mailed in for 
an additional premium offer. 


Cheshire Offers Details 
On Label Separator 


Details on a new automatic town 
separator that eliminates the bot- 
tleneck of manual separation for 
labeling machines are _ available 
from Cheshire Inc., Chicago. 

According to the company, the 
new device will increase the speed 
and accuracy of the labeling on 
magazines, catalogs and _. other 
printed pieces. 

Additional details are available. 

. for more details circle 631, page 113 


Beverage Jerrycan . . . One-gallon con- 
tainer produced by Plax Corp., Hartford, 
Conn., is made of lightweight, unbreak- 
able polyethylene. It holds either hot or 
cold beverages. 





VINYLITE PLASTIC 
LABEL HOLDERS 


“will not warp, curl or crack” 


SO EASY TO USE 


1. SNIP—You can cut to the desired size, 
easily and quickly. 


2. STRIP—Remove _ back- 
ing to expose the acti- 
vated adhesive. 


3. STICK—Apply with finger pressure. It 
sticks permanently to metalt—wood—cork— 
glass—plastic—any clean surface. 


4. INSERT—Insert label or 
card. It's open on three 


eé . . 
as | < sides for your conveni- 
’ 


ence. 
HUNDREDS OF USES 


You can enjoy neat attractive 
labels anywhere in office, factory 
or home. 


on desk trays cabinet drawers 
library shelves storage shelves 
display units parts bins 


FOR AUTO DEALER 
AVAILABLE IN 3 SIZES PARTS BINS, ETC. 


Ten 6” strips per package— 
PS-Y%2 Yo" x 6"—PS-% %”" 
x 6"—PS-1 1” x 6” 

Special Sizes on Request 


CONVENIENTLY PACKAGED 


In individual plastic packages, 

including both Holder and Label 

Cords. FOR SUPER MARKET 
FOOD SHELVES 


Pe ee ee meet) met ee de) 


Office Products Ine. 


26029 W. 8 Mile Rd. e Detroit 40, Michigan 


West Coast Distributor: Arch K. Ansty Ua 
171 Sad’ St.. San Peancieco 5 OT aia ce -l- tt et ee Te 
Toronto 14, Ontario 


Territories available for Dealers and Distributors 
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Fibre Box Winners 


Here are four of the winners in the fourth annual com- 
petition sponsored by the Fibre Box Assn. More than 
550 containers were selected for display from the en- 
tries submitted. The surface design and printing class, 
from which the illustrated containers were drawn, was 
especially popular this year, reflecting the improved 
application of the graphic arts to corrugated board. 


Maytag Automatic . . (first award). Produced by Gaylord Con- 
tainer Corp., Div. of Crown Zellerbach Corp., St. Louis 


Potato Snax . . (second award). Produced by 


American Box- 
board Co., Grand Rapids, Mich. 


Christmas Box . . (honorable mention). Produced by Ottawa 
River Paper Co., Toledo. 


Pictsweet Display . . (honorable mention). Produced by Con- 
tainer Corp. of America, Chicago 
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wale space he gee es word space biel oa ede 


Normal versus adjusted . 






By M. F. McGrew 


Much poor spacing is the result 
of relating the amount of space be- 
tween words to the height or point 
size of the type, instead of to its 
width. The common rule, and un- 
fortunately the only rule that many 
compositors know, is to use three- 
to-em spaces in lower case lines, 
and nut quads in cap lines. This 
rule works well for the average, 
normal-width face, but the ex- 
amples here show the fallacy of ap- 
plying it to narrow and wide faces 
as well. 


This article has been reprinted from 
“The Inland Printer,” and is copyright 
1957 by Maclean-Hunter Publishing 
Corp. 


. . The lines on the left have been 
given normal spacing, contrasted with spacing adjusted ac- 
cording to the formula on the right. From top to bottom, faces 
are 12 pt. Venus Bold Extended, 14 pt. Franklin Gothic Wide, 


A Formula For 
Word Spacing 










In the left-hand column, all the 
lines are set with “standard” spac- 
ing, even though in different point 
sizes the character widths average 
just about the same. Obviously, the 
Franklin Gothic Wide is too closely 
spaced, while the condensed gothics 
and Trafton are too widely spaced. 
(In fairness to the compositors, we 
must say that most would reduce 
the spacing in Trafton, but few 
would make any allowance for the 
other faces.) 

In the right-hand column, the 
same actual amount of spacing has 
been used in all lines, regardless of 
the relation to point size. The lines 
have a much more uniform appear- 
ance, indicating that spacing is 
strictly a matter of character width, 
not of height or point size. 


ternate Gothic No. 





> The more careful compositors of 





18 pt. Century Schoolbook Bold, 18 pt. Franklin Gothic Con- 
densed, 30 pt. Franklin Gothic Extra Condensed, 30 pt. Al- 
1, and 48 pt. Trafton Script. Tables for 
word spacing appear on the next page of this article. 


For better-looking display lines, 
try this formula to relate word 


spacing to alphabet length. 





course have always known this to 
be true, and have made allowances. 
But there does not seem to be any 
rule in the matter; these allowances 
are a matter of personal “feel’’ for 
the type, and usually amount sim- 
ply to going to four-to-em spaces 
for narrow or long-descender types, 
and to en quads for very wide faces. 

Careful study leads to the follow- 
ing formula: 


Word space 
bet length 


242% or 1/40 of alpha- 


Theoretically, this should work for 
any face—large or small, condensed 
or extended, light or heavy, roman 
or script. Exceptions might be made 
for very small or very narrow faces, 
which might be 


spaced - slightly 
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more, and for very large or wide 
faces, which could stand just a lit- 
tle less. 


> The accompanying table shows 
the ideal spacing in points for a 
number of faces in common use, for 
both caps and lower case. The sec- 
ond table gives spacing for other 
faces, when either the alphabet 
length or characters-per-pica is 
known. 

One or the other of these figures 
is given in many specimen books 
for lower case, though seldom for 
caps. When neither is obtainable, 
the alternative, of course, is actual- 
ly to measure the alphabet, either 
in a printed specimen or on a line 
of type. 


> It is not safe to consider caps as 
being a fixed ratio to lower case, as 
this varies greatly with the design 
or character of the face. Roman 
faces usually are close to a 67% 
ratio of lower case alphabet to caps, 
while gothics and sans serifs gen- 
erally are about 75% to 85%. 

For letterspaced lines, determine 
the normal space, then add the 
amount of letterspacing twice, as 
though the normal space were a 
character, with the extra space be- 
ing added on each side of it. 

This rule is intended to give a 
“normal” space, and does not elim- 
inate the need for slightly increased 
or decreased space between certain 
letter combinations, following com- 
mas, etc., which the good composi- 
tor will do anyway. 

But it should serve as a good uni- 
versal standard. 44 


Normal Word Space 
For Other Alphabets 


Alphabet 
length 
in points 


Normal 
word space 
in points 


Characters 
per pica 
4.27 
3.42 
2.85 
2.45 
2.14 
1.90 


1.71 
1.43 
1.22 
1.07 
95 
85 


78 
71 
-66 
61 
ST 
53 
50 
47 
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Normal Word Space in Points 
For Some of the Standard Type Faces 


Lower case or c-lc 
14 18 24 30 36 


3% 4% « © 
4 9 
4’ 1 

8 


10 Caslon Oldstyle 
(A47 1-M337) 11 
9 Caslon OS Italic 
ER 
11 New Caslon ....(A-M) 13 
11 Century Schoolbook 


All caps 


Type Face and Source 14 18 24 30 


Bank Script hes ie bien ata neea 
Bodoni 8 10 12 
8 10 12 


11 


Dom Casual or 
Diagonal 

Garamond Bold .(A-M) 

Lydian Bold 


Alternate Gothic 


Alternate Gothic 
No. 2 
Alternate Gothic 


Franklin Gothic 
Ex. Cond. ....(A-M) 
Franklin Gothic 
Condensed . 
Franklin Gothic 


. .(A-M) 
. .(A-M) 


Futura Medium ... .(B)* 
Futura Demibold .. .(B)* 
Futura Bold 
Futura Bold 

Condensed 


12 Venus Medium 

Extended 
Venus Bold 

Extended 8 111 14 16 
Venus Extrabold 

Extended 9 11 15 18 


8 10 12 15 


9 12 15 17 


36 


14 
14 


18 
20 


*Figures for Futura apply also to the corresponding weights of Airport and 


Twentieth Century, and approximately to Spartan. 
A—American Type; B—Baver; M—Monotype. 


How’s Your Fog Index? 
This Book May Clear It 


What is the “fog index” of your 
writing? If it is high, you spread 
too much fog when you write and 
your readers are not following you. 

The fog index approach to clear- 
er writing was developed by Rob- 
ert Gunning, author and counsellor 
to business firms on clearer writ- 
ing methods. His ideas appear in 
a booklet entitled “The Care and 
Feeding of Ideas” published by A. 
B. Dick Co., Chicago manufacturer 
of office duplicating equipment. 


The booklet is divided into three 
sections which tell how to develop 
ideas, how to explain them and 
how to put them into action. 


>» The section written by Mr. Gun- 
ning explains how a specific fog 
index is arrived at by measuring 
the combined effect of sentence and 
word length. The index will then 
tell how many years of schooling a 
person needs to read and under- 
stand that particular piece of writ- 
ing. He points out that, according 
to the fog index, many classics 
check out at seventh or eighth 

















grade level. He also lists 10 basic 
principles to guide business men in 
explaining ideas clearly. 

The booklet’s first section—on 
how to develop ideas—is written by 
Dr. G. Herbert True of the Uni- 
versity of Notre Dame. Section 3, 
“How to Keep Ideas from Wilting,” 
reviews means for circulating ideas. 
It is written by A. B. Dick duplicat- 
ing experts and describes the five 
major duplicating processes: mim- 
eograph, offset, Azograph, spirit and 
photocopy. 

Information on the booklet, in- 
cidently, came in the form of a 
news release from Harshe-Rotman, 
public relations counsel. The writer 
who prepared it kindly included a 
footnote at the end, explaining that 
the release itself was fog indexed at 
the ninth grade level. 

Copies of the booklet are avail- 
able. 
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Progress Report 


Photo Lettering 
Advances Made 


Composing machines for the office 
is the label given to a number of 
compact photolettering machines 
coming into increasing use. Recent 
advancements in such units are im- 
portant to have in mind when you 
first order, or begin to replace pres- 
ent models. 


The Justigraph Do you want type 
System matter reproduced 

and justified speed- 
ily, with economy of operation, sim- 
plicity and with reduction of 
plant area requirements? Then Le- 
roy F. Dyer, Wellesley Engravers, 
Wellesley, Mass., would put for- 
ward the Justigraph system as the 
answer. 

Unjustified lines are typewritten 
on rolled paper. The typewriter 
used is provided with a punch to 
cut a hole at the end of each line 
to regulate the action of two high- 
speed cameras. The first of these 
cameras photographs the lines, suc- 
cessively, to produce a_ negative, 
also in roll form, in which the lines 
are centered and changed in size 
between the limits of 54 pt. and 12 
pt. This negative and the original 
copy are then placed in the second 
camera and run in synchronism, the 
control holes this time being used 
to alter the position of the lens so 
that the negative lines are pro- 
jected in uniform length on sen- 
sitized paper or film, resulting in a 
justified positive print. 
Justification is accompanied by a 





















ail REACH THE RIGHT SPOT 


WHEN TYPESET BY WARWICK 

















It's a fact! Be it a sales spot you want to influence, 











a publication spot you want to improve...or a 
hot spot due to a rush job... Warwick will 











deliver the right “words”. 














St. Augustine Agency: “...1 do want you to know that I think your 
typography is tremendous, and am very satisfied 
with the fast, excellent service.” 


























Ft. Worth Agency: “Many thanks for your splendid cooperation 











in producing... copy and plate for Esquire 
Magazine. You got us out of a spot.” 










Birmingham Agency: “...a little personal ‘thank you’ for the way 
you folks are handling our orders—especially 
the hot rush jobs.” 














What's your particular spot? Chances are the 








Warwick typographic craftsmen will help you 














“say” just the right thing in the right way on time. 








Call, Wire or Write about your next spot job. 











P.S. Ask for “Joe”. He'll personally baby 


your job through. 





























= 
QATWLCR TryPOGRAPHERS INC 


920 Washington Ave., St. Louis 1, Missouri 




















* OVERNIGHT BY AIR MAIL FROM MOST ANY SPOT IN THE U. S. 























Want Information? News? PU Da Wee 
Burrelle’s will supply clippings OF IDEAS 


from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 



































PLAQUES 


FREE illustrated brochure has 
hundreds of original ideas for] Write for FREE 
reasonably priced solid bronze} Brochure A 

Est. 1888 plaques — nameplates, awards,| For trophy medal, 
testimonials, honor rolls, me-| cup ideas ask for 


PRESS CLIPPING BUREAU morials, markers Brochure B. 


phone BA 7-5371 INTERNATIONAL BRONZE TABLET 


165 Church St., New York 7, N. Y. 
Dept. A-57, 150 West 22 St., New York 11 
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reproportioning of the letters, 
achieving the same result a com- 


mercial letterer would by laying 

NOW, FOR THE FIRST TIME mea itr wel 
, characters. 
FRANKLIN TYPOGRAPHERS’ racters 


Specimens of justified type are 


“encyclopedia Typographica”’ available en requis 


OFFERED OUTSIDE GREATER NEW YORK! ccs ee 


To Filmo = Fis t 

Limited Quantity Run Off to Supply - Corp. Skokie, ill. 

Unprecedented Demand presents 36-page lettering style se- 
lection guide featuring 100 new 
styles in addition to the firm’s reg- 
ular lettering fonts. Their total is 
SS eae, 364. All are arranged by weight for 
aR i ready comparison. 


eer Sten rs Li The 100 newest are featured in 

MPa Pree tt Tir tk | various sizes and with screened 

“Finest combination of : | effects on special display pages. This 

fe seca aoa ae latest directory of Filmotype letter- 

information and working ; : ing offers ideas to artists, printers 

manuel in type and other users for incorporating 

er ale the latest lettering trends in any 
heading or layout. 
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“It’s rightly ca!led f 
Encyclopedia Typographica! 





A New Model The new model 


Typro Typro photoletter- 
The Type Specimen Book 


ing machine has a 
recently furnished our customers in g 


the New York area is a whopping suc- full-power drive for precision dis- 
Testimonials and requests have poured 4 ha 
in iceman B pe the country, from Britain, from play type composition. 


Sweden, from Turkey, even from far-off Australia. Another feature is the motorized 


, ings cover i developer unit which automati y 
Adve ng departments and agencies, li- covers. Complete showings —- - — p mat cally 
braries. art schools, universities, collectors, 13” 10” aon aan emueat aes develops paper or film and delivers 
aioe ! hic ; relz j fing the mos « ‘ ‘ . 
or 3 = —"~} re aga ben oo in every size from 4 to 144 point. Two it dry, ready for pasteup. Its mov- 
ave asked us to sell it to a aces ry Baecsagye tathy Bnd ga oct no 
ae Siena and working tool for -— — - ar ae — . Z able carriage permits cian 
, -ifying é run off a cou ‘ S| _ Picas ) y typ ; 
iiecieed a. ce aan cn ces aor face and ever) =. This is oe cae of more than one line on a strip, 
h e ; e.g ; hich makes type specific , 
ge Bape rt ome ae — aan one Getere From time to time, as new overprints, drop shadows, screened 
’ B py C a . f bi: 
than our cost per copy postp type faces are added, supplementary — | backgrounds, semmwed ialieviiee. 
It's beautiful volume . . . loose-leaf con- will be issued at no charge, keeping your boc 


struction with sturdy leatherette-bound hard perpetually up-to-date. | ete. Fifteen hundred styles and size 


Send for vour copy today for ten-day inspection You'll want | of letters are provided. The chien 
it you'll wonder how you did without it! A unique book -.+4 chine. wilde holds a Me ae cee os 
wonderful type lexicon. ‘a tool that will easily pay for itself in a 


few hours. Remember, you can't lose. You order on a trial basis one time, operates in room light, 


i tae comes in both deluxe floor model 
1 FRANKLIN TYPOGR ! 





and powerized table model. 
1 Rush to me on a trial basis copies of your new Type Specimen Book. At the 4 a1 88 


1 end of ten days | will remit $50 per copy or return the book to you without cost y Literature is available. 


or obligation IN THE | + + + for more details circle 618, page 113 


Name Vitle COUPON | 
Name of Firm or Organization Tih Vari-Type For display type 
Address Headliner from 12 to 72 
5 City Zone State ee points, Vari-Typer 
eee ee ee eee $$ | Corp., Newark, recommends _ its 
new Headliner, Model 400. Repro- 
duction prints, fixed on_ plastic 
coated 35mm film, emerge in sec- 
onds ready for any method of re- 
production. 


. . Other features mentioned in the 

Set it Better; Sell it Sooner! | product release include a newly de- 
signed case, a visible exposure light 

to tell when the machine is in ac- 

(a) | tion, stainless steel tank rails for 

Here Type Can ea) SERvE You guiding film, built-in paper cutter 

for clean cuts, a spring loaded 


pressure foot for perfect contact 
J. M. BUNDSCHO, INC., Advertising Typographers during exposure, unit casing sup- 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 | porting all interrelated parts and 
greater character spacing accuracy 
due to new t suspension for lo- 

ype Pp 
cating blade. 44 
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For Doodlers 
Blank dummies 
help designers 
visualize 
low-cost booklets. 


Printer Distributes 
Dummies for Doodlers 


In an attempt to help its cus- 
tomers buy economically, Agency 
Lithograph Co., Portland, Ore., has 
released a_ spiral-bound booklet 
which it calls “Doodle Dummies.” 

Each page of the booklet is a 
folder which holds one or more 
small booklets, folded and stapled, 
but entirely blank. They are just 
right for using at the inception of 
an idea. 

Their virtue is that all are eco- 
nomical sizes, folding out with 
minimum waste from __ standard 









sheets. Altogether, the portfolio 
contains 26 samples, including 
booklets, stuffers, broadsides, post- 
cards, etcetera. A return postcard 
in the end of the portfolio makes it 
simple to ask Agency for replace- 
ment dummies. 

While the portfolio is designed 
primarily for use in the Oregon, 
Washington and northern California 
marketing areas of Agency Litho- 
graph Co., a few copies are being 
made available, at the $5 cost of 
production, to others who are in- 
terested. 

The company can be reached at 
216 S.E. Grand Av., Portland 14. 





O.K. on Letterheads? 


Two Portfolios Show 
Excellent Examples 


Your company’s letterheads are 
a calling card and always a sales- 
man. The better they are, the great- 
er your chance of recognition in an 
increasingly demanding field for 
fine craftsmanship and graphic arts 
processes. As proof, two letterhead 
libraries or portfolios with 24 ex- 
amples are being distributed by two 
paper companies. 


One Dozen 
Letterheads 


Whiting - Plover 
Paper Co., Stevens 
Point, Wisconsin, 
has a letterhead library featuring 
12 Grand Award winners in its 
1956 national letterhead competi- 
tion for top quality business corre- 
spondence. 

The library, in its sixth year of 
publication, shows examples of ex- 
cellent letterhead design and print- 
ing as created by commercial print- 
ers within the continental United 
States who use Plover Bond, Bond- 
Opaque and Plover Letter. 

. . for more details circle 619, page 113 






Another 12 
Letterheads 


Twelve more ex- 
amples of letter- 
head designs for 
business firms are offered by Par- 
sons Paper Co., Holyoke, Massa- 
chusetts. They are enclosed in a 
portfolio. 

The collection is compiled from 
hundreds submitted to the com- 
pany considered for best in design, 
craftsmanship in the graphic arts 
processes and appropriate choice of 
paper. 
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Special Setting Control 
On New Scriber 


An all-new Adjustable Scriber is 
introduced by the Letterguide Co., 
Lincoln, Neb. The machine fea- 
tures a setting control, named “Bulls 
Eye,” for increased accuracy on let- 
ter size and angle. 

The machine, says the catalog 
available on request, has an added 
pen pressure control screw enabling 
the user to produce sharper letter- 
ing than ever before. 

In addition, 30 new alphabets are 





A CHECK LIST OF 
- PROGRESSIVE 
COMPOSITION 
COMPANY 
SERVICES 


Arranged According to One or More 
of the Most Widely Used Trade Terms 











ACETATES (clear or wax-backed) 
Black & White Opaque « Color 


COLOR-AID PROOFS 
COLOR STATS 


COMPOSITION (one of the largest 

selections of type faces available) 
Fotosetter * Hand © Linotype 
Ludlow * Monotype 


FILMOTYPE LETTERING 


LETTERING (Photographic) 
Camera Distortion » Filmotype 
Typortional 


OFFSET NEGATIVES 


PHOTOSTATS 
Black & White Glossy * Black & 
White Matte * Bruning Prints 
Color « Hunter Prints 


PRESSWORK (short runs) 
Black & White « Process Color 
R.0.P. Color 


PROOFING 
Acetates ¢ Color-Aid Proofs 
Repro Proofs « Typehesives 


PHOTOGRAPHIC PRINTS 
Negatives « Positives « Typortional 


REPRO PROOFS 
Acetates * Black & White Opaque 
Color Aid 


TRANSHADO 
TYPEHESIVES 
TYPORTIONAL PRINTS 


men 













































Progressive works 24 hours a 
day . . . provides overnight serv- 
ice to the entire East Coast... 
and Air Mail Special Delivery 
service throughout the United 
States and overseas. Phone your 
nearest Progressive office for a 
complete rundown on our facili- 
ties, about as extensive as you'll 
find anywhere . . . or write for 
Booklet AR-15 today. 


PROGRESSIVE 


COMPOSITION COMPANY 
Sth & Sansom Se, Phila. 7, Pa. 










PHILADELPHIA 


WAlInut 2-2711 


NEW YORK MUrray Hill 2-1723 
WILMINGTON OLympia 5-6047 
BALTIMORE SAratoga 7-5302 
WASHINGTON EXecutive 3-7444 
RICHMOND Richmond 7-2771 
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designed typography 


Over 750 type styles 

to choose from...probably 
no other single type house 

in the country gives you such 
a wide selection—a type 
style for every purpose. 


Designed Typography — not mere composition. 
There’s a difference, in the mechanics of typesetting 
and in its philosophy. A creative craftsman in 
type knows the purpose of type is communication. 
It is his job to achieve this communication in 
the most effective manner. By its very appearance, designed 
typography...the mood and spirit of your text. 


22 E. Illinois St., Chicago 11 


TYPOGRAPHERS 


TO THE 


SOUTHWEST 


Skilled composition 
Prompt out-of-town delivery 


Toth @ ME co., INC. 
beast Vay 


MATS © STEREOTYPES * PLASTIC PLATES 
FILMOTYPE * CAMERA MODIFICATION 





copy-fitter 


68 PAGE EDITION 
with most complete index of 
lowercase, caps, small caps 


\ 
\ 
. 


1560 type faces 4 to 24 pt. 


Fast, accurate, DIRECT VISUAL CONTROL 
Streamlined Copy-Fitting makes it easy to fit 
type like an expert. Thousands of users — en- 
dorsed by graphic arts leaders. Plastic bound, 
with all scales needed for copy-fitting in the 
precision die-cut Vinylite type-casting gauge. 
Your best buy for $5.95! Money-back guarantee. 
Order now — at art supply stores or direct: 


ARTHUR B. LEE, 25 West 45th St., New York 36 
jJUdson 2-3877 
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ty pographers, inc. 


928 S. Figueroa St., Los Angeles 15 


To 
Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


Advertising 
Requirements 





VEarcatS 
Seaver rs s1TAaLics 
SOLIDS 


Sp: ci a Le . 


eur 


Letterguide’s Scriber . . . Setting control 
affords more accuracy on letter size and 
angle. 


available, bringing Letterguide’s to- 
tal to more than 350 templets. New 
styles include several standard 
hand-lettered and typeface alpha- 
bets in both script and block let- 
ters. 
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Typo Issues New Book 
Showing Photo Type 


A 170-page, comprehensive book 
showing current photographic type 
specimens has been released by 
Typo Photo-Composition Inc., div. 
of Typographic Service Inc., Phil- 
adelphia. 

Specimens shown in the leather- 
bound, loose-leaf book are Foto- 
setter Hadego, Protype, Filmotype 
and Fotomaster. Each _ individual 
section is tabbed for easy reference, 
and additional features of the book 
include right and wrong reading of 
negatives and positives, velox and 
Bruning prints, etc. 

The Typo Photo book was de- 
signed to complement the 450-page 
Metal book issued by Typographic 
Service Inc. in 1956. 

Additional information can be ob- 
tained from Typo, 1010 Arch St., 
Philadelphia. 44 


CT LLL ALLL 


Phototype Book . . New book from Typo 
Photo-Composition Inc. offers showings 
of current photographic type specimens 
plus pertinent information. 





Designing for R.O.P. Color 


By John W. Amon 

Art Director 

Needham, Louis and Brorby Inc. 
Chicago 


Printers and art directors share 
certain problems — and one of them 
is a potent means of telling a cli- 
ent’s story via newspaper R.O.P. 
color. I refer to it as a problem be- 
cause I feel it is still receiving too 
much abuse. Too much abuse, I am 
sorry to say, from the creative 
forces who are unfamiliar with this 
medium’s mechanical requirements. 

It certainly is folly for a designer 
to ask of this medium more than it 
can deliver. Likewise, it is folly for 
a designer not to ask from the 
medium all that it can deliver. 

The relationship between produc- 
tion and art has always been a 
hand-in-glove operation. Maybe we 
have become too highly specialized 
of late, but fundamentally, we have 
always been together. 


> The research boys are suddenly 
telling us today some things that 
have been basic to us for years. 
Such “discoveries” as: 

1. Please keep the ads SIMPLE! 


This article is based on a talk de- 
livered at the 2d Annual R.O.P. Color 
Conference, Sheraton Hotel, Chicago. 


An expert gives some practical advice on how to 
design ads to take the best advantage of 
today’s techniques in newspaper color. 


2. Headlines set in lower case are 
more legible than all caps. 


3. “Addy” devices such as fancy 
borders, tint blocks, over printing, 
too many different shapes and sizes, 
should be discouraged. 


4. The more candid photograph 
gets more reader believability than 
the contrived, posed picture. 


S. Too many typefaces slow down 
readability. 


6. Type columns should be broken 
up with captions or short para- 
graphs for ease of reading. 


7. The big picture contains more 
drama and is more faithful in re- 
production. 


These are just a few facts we 
have respected as being fundamen- 
tal for years. We know from ex- 
perience these facts make it easier 
for the artist, the typesetter, the 
platemaker, the pressman, and cer- 
tainly easier for the reader. But, 
somehow, the simplest solution to 
any problem is always the toughest 
to sell. 

Now that we have psychologists, 
research experts, and authorities on 
all sides pleading for simple, articu- 
late, and daring advertising, there 
should be no excuse for an ad 
being complicated. 


> Since I have been billed as an art 
director, let me point out the chal- 
lenge that is his in tackling the 
R.O.P. assignment. Let’s set down 
some facts right now! The art di- 
rector has a major role. He can start 
it right, or direct it to a complicated 
failure a failure for himself, the 
writer, the agency, the engraver, 
the pressman, and, especially, his 


POUR YOURSELF 
A GLASS OF 


THE CASCAQES... BLITZ! 


Simplicity Plus . . . With color only in 
the glass and the stylized bottle, this isa 
designer’s dream, but lacking color and 
vitality, isn't it weak? 
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client. A poor design and a poorer 
choice of art can never be salvaged 
by all the highly-skilled technicians. 
If you don’t know all there is to 
know about this medium, then be 
honest with yourself and get the 
production people on your side. 
Seek their advice. Learn the limita- 
tions. Then, look for the rare op- 
portunities this medium has to offer. 
There are plenty! 

Our client makes all of this ex- 
penditure possible. For the sake of 
his investments in this space, in en- 
graver’s costly and _ specialized 
efforts, think the problem through 
to eliminate all the guesswork. 
Think with some of the realistic 
facts before you, and work with 
these limitations in mind: 


A. You will never be guaranteed 
perfect register. If it is good regis- 
ter, this is the exception, at present, 
rather than the rule. Think from 
the very beginning in terms of art 
expression that is not dependent 
upon perfect register. 


B. You will not see your design 
printed on white, slick paper. Think 
before advising your creative staff 
of the effectiveness of subtle illus- 
trations that require white stock 
and slick paper where the printing 
inks are not absorbed. 


C. You are up against a coarse 


screen and absorbent paper. Think 
before you plan to use too small 
illustrations. Don’t plan on_ too 
many middle values and colors in 
your illustration that require a fine 
screen and a hard stock to repro- 
duce. 


D. The process colors in newspaper 
R.O.P. differ in intensity, value, if 
not chroma, from the process colors 
of magazines. Think in terms of 
colors that can be reproduced clean 
with a minimum of overprinting. 
Take advantage of this knowledge 
and have the artist work his paint 
palette to correspond with these 
primary ink colors. Remind him 
also of the relative whiteness of the 
newspaper and to build contrast. 


E. Not every subject, as a piece of 
artwork, is adaptable for newspaper 
printing. Remind your staff, if the 
pressure is on your back, that it 
would be penny wise and pound 
foolish to pick up artwork if it is 
not adaptable for this kind of print- 
ing. 

These rules are not listed as neg- 
atives — these are listed to get us 
on the right track so that all who 
are involved can be stimulated 
rather than discouraged by the im- 
possible and fooled by misrepresen- 
tation. 


hour a day service 


Complete photo engraving service—Copper, Zinc, Magnesium plates 
and process work. High quality, fast electrotype service. 
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NORTHWESTERN 


PHOTO-ENGRAVING CO. 


328 S. JEFFERSON STREET, CHICAGO 


STate 2-3939 


aThe most glamorous car of our times 
See it at ENNIS MOTORS NOW! 


Over-Complications Glamour 
be in the headline, but that’s the 
place you'll find it. Each of the 
triangles is in a different color! 


» Now, let’s realize the major op- 
portunities to a designer and to an 
advertiser in this medium! An 
R.O.P. ad offers color! It offers 
size! It offers our ad in less compe- 
tition with other color ads in the 
same issue. Because of its apparent 
newness and rapid growth, it is our 
and your opportunity to establish 
trends, not only in its use, but in 
the adaptation of fresh, new art 
techniques. 

These advantages, from a design 
standpoint, offer a great opportunity 
for your advertiser to be distinctive. 
My experience with R.O.P. has 
taught me to look upon it as I do an 
outdoor poster design. Obviously, 
we can ask more from the reader's 
time, but not much more! I like to 
approach the design 
hoping for the following: 


assignment 


e Message and design are simple 
© The elements are few 

e The mannerism is vital and dra- 
matic 

e The illustrations are 
and vivid 

e The words are direct and brief 
® Don’t sell imagination short 


dominant 


At this point, condition the ac- 
count executive, because it is he 
who may have to advise and sell the 
client intelligently. Or, better yet, I 
would personally encourage at any 
initial contact with the client, the 
presence of the art director or pro- 
duction man or both! 


> I have mentioned mannerism in 
my list above. The manner of the 
advertisement and its structure to 





The shimmering brilliance of fresh-fallen snow... the intense moment of a 
lightning flash .. . captured for you in Shocking White Plover Bond. 


Shocking White Plover Bond—for those who desire the vividness imparted 
by white fluorescent dye and the notable quality of Plover Bond. 


Like all Whiting-Plover papers, Shocking White Plover Bond is carefully 
crafted from selected cellulose fibers and processed in the water of 
Whiting Springs ... the purest papermaking water in the world. 


Shocking White Plover Bond is now available from your printer. An interesting 
Sample-Demonstration Kit is ready for you. 


Just write Whiting-Plover Paper Company, Stevens Point, Wisconsin. 


Le) 5) i paper company, 
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When only the finest 
is good enough 


For prestige — 
Letterheads 
Stocks 
Bonds 


Wills 


Coupons and other 
documents of a 


permanent nature. 


SEND FOR PORTFOLIO 


This valuable portfolio of out- 
standing letterhead designs 
free when requested on your 
letterhead. 


CROCKER-McELWAIN 
COMPANY 


Holyoke, Massachusetts 
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WILSON BACON 


Top R.O.P. . . . Both these ads are highly effective. The S&W ad is high on all counts, 


including simplicity, 


product identification, 


wise art technique, dramatic impact. 


The Wilson ad uses color photography, and a sometimes dangerous soft focus tech- 
nique for the background. The blue plate was dropped from the strip of bacon, to 
avoid the possibility of an unappetizing green cast and to increase sharpness. The ad 


itself has a dramatic 3-D effect. 


me is just as important as its word 
message. We are seeking impact — 
impact has to do with mannerism — 
impact does not come from words 
alone. It has to do with the com- 
bination of a basic idea dramatically 
and daringly presented, simple to 
understand, and believable in its 
total concept. This, I believe, is a 
forthright procedure in approaching 
any advertising assignment. 

Now to get down to the pertinent 
information about handling artwork 
and buying it wisely. I will not 
attempt to list all the rules — these 
can be found complete in the book- 
let on the Preparation of Copy, Art 
and Photography for R.O.P. Adver- 
tising. If your art department has 
not been supplied with this, it’s a 
must! This is Report No. 8 prepared 
by ANPA-AAAA, 370 Lexington 
Av., New York. These rules the ex- 
perts agree should be followed. 
Follow them by all means! Some of 
the major rules from this book are 
as follows: 

These two cardinal rules apply to 
all types of artwork. 


1. The art must have good color 
contrast and large areas of color. 
2. Art mediums must not be mixed. 


Preference to art copy in this or- 


der: 


Transparent water colors 
Opaque water colors 


Transparencies (less dense) 
Carbro (I would put this right at 
the top, personally. ABC separa- 


1. 

2. 
| 3. Pastel colors 
| 4. 

5. 


tions, 
color.) 
6. Dye transfers or Type C prints 
7. Oil paintings 


sharp 


image, and brilliant 


For economy, artwork should be 
assembled in one piece. Finished 
art should be as close to finished 
size as possible. 

Avoid these 
your artwork: 


©e Small 
color 

e Thin strokes in lettering 

e Headlines designed to print in 
more than 2 colors — one color 
better yet 

e Thin line, 2-color underscores 

@ Overprinting in lettering or in art 


characteristics in 


intricate designs in full 


As a generalization, three colors 
should not be used to do a job that 
can be done with two, or better yet, 
one. 


> Lettering and type have special 
requirements: 


® Reverse type should be large and 
heavy 

@ Sans serif recommended for over- 
printing on tint block 

e 10 pt. minimum size 

e If type or headline is part of a 
halftone, it should be double 
printed 

© No screen in letters 

® No type or script with fine lines 
should be used because they break 
down in the etching process 


In the case of two colors and 
black, or one color and black, check 
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with the AAAA Standard Colors 
for R.O.P. Color Book to know what 
colors are available. This is a fairly 
complete range of color. 

The art can be prepared (where 
you don’t have mixed color inks) 
by black and white copy and an 
accurate color guide on a transpai 
ent overlay. 


> If I have mentioned there is still 
a lot of abuse given to the design 
for this medium and the purchase 
of effective artwork, it is my inten- 
tion. There is room for improve- 
ment. 

If I have reminded the art di- 
rector of his lack of production 
knowledge about this medium, it is 
my intention. If you are guilty, seek 
out the learned minds who work 
with the medium constantly and 
learn its potential. 

If I have accused some in the 
creative and media and production 
areas of overselling the final results 
in this medium, it is my intention. 

I am guilty of these things; you 
are guilty of them. Honesty will be 
respected by everyone. 

If I have impressed upon you the 
rare opportunity that is his who ap- 
proaches this design assignment 
wisely and with daring, it is my in- 
tention, for here lies the challenge 
for one of its major participants — 
the Art Director. 


‘Rip-Off’ Cover Marks 
Monthly’s Name Change 


A “throw-away” cover marked 
the July issue of Materials in De- 
sign Engineering—formerly Materi- 
als and Methods. Readers were in- 
structed to rip off the top cover, 
conveniently perforated, to uncover 
the monthly’s new name. 


Leh eee 


ltl en ae 


Easy Does It . . . A rip-off, discardable 
cover introduces the new name of Rein 
hold publication ‘‘Materials and Meth- 
ods.’ With the July issue it became 
‘‘Materials in Design Engineering.’ Per- 
forated top cover made tearing easy. 


The decision to change the Rein- 
hold publication’s title was prompt- 
ed by extensive research by James 
M. Vicary Co., an organization well 
known for “naming” research. It 
takes a monthly magazine a full 


A Royal Procession 


of nationally advertised trademarks 


.. . famous brandnames . 


. . marches 


through our plant year after year. We 


are proud to contribute to their advertis- 


ing dominance the finest photoengravings 


and gravure positives that can be made. 
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year, Mr. Vicary estimates, to have 
a new name register with all its 
subscribers. The “rip-off” cover is 
one means the company is using to 
speed up the process. 

Announcing the novel double 
cover, sales promotion manager 
John Y. Cunningham paid tribute 
to the “rip off’ mailing jacket used 
by AR at its inception. 

Editorial contents of the maga- 
zine will continue essentially the 
same. The publication deals with 
the selection and use of basic engi- 
neering materials and their forms, 
as well as finishes and coatings. 44 


New Company Offers 
Business Form Service 


An organization devoted exclu- 
sively to the design and reproduction 
of forms for business systems has 
been established under the name 
of Forms Development Corp., at 
Civic Center Building, Leonard and 
Lafayette Sts., New York. 

Headed by Arthur C. Pforzheimer, 
a specialist in printing and engi- 
neering administration, Forms De- 
velopment Corp. will provide a 
creative production service for busi- 
ness forms systems. Because of the 
special problems and varying re- 
quirements of different industries, 
the company will provide a cus- 
tom-tailored service including forms 
design and control, research, test- 
ing, work flow and time studies as 
well as complete mass reproduction 
facilities. 44 


Newspaper Ad 
Creates ‘Scentsation’ 


The odor of grapes—or a close 
facsimile of Canada Dry’s True- 
Fruit Grape Soda _ scent—was 
wafted to readers of the Boston 
Record and American last summer 
in fragrant 1000-line ads. A special 
purple ink, produced by Fragrance 
Process Co., New York, carried the 
grapish aroma. 

The one-shot effort was an in- 
dustry “first” for Canada Dry, but 
the company views it as an experi- 
ment. “If popular response is gen- 
erally favorable, we may try it on 
other markets where the newspa- 
pers will cooperate in the use of 
scented inks,” said F. E. Bensen, 
advertising manager. 

Headed “What a Scent-sation,” 
the ad featured a_ cartoon-like 
character sniffing a bottle of the 
soft drink. Text was lighthearted, 
inviting readers to “be nosey” and 
try a king-size bottle. 44 
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- INDIAN CRAFTS AND LORE . 


EXHIBIT LOANED BY MA B. NICHOLS 


BOOKS 

TO READ THis 
wErK 
THE 


AME RICAN 
INDIAN 


The Magic of the Printed Page 


Under the guidance of an imaginative librarian and the spell of the books she 
has selected, these children are deep in the thrills of Indian Jore. But they 
are making a far more fundamental discovery—the magic of the printed page, f d P: 
the most versatile and efficient means of mass communication ever invented. X Or dpers 
Through it man has access to all the accumulated knowledge of the world. 
Oxford Papers play a major role in helping book and magazine publishers Stele Lill rly 
and printers in all fields to give the printed page modern and more effective 
treatment. There are more than 30 Oxford grades from which to choose. For 


complete information, call your Oxford Merchant or write our nearest office. Ox FORD 
tag 


OxFORD PAPER COMPANY 


230 Park Avenue, New York 17 *% 35 East Wacker Drive, Chicago 1 
PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS FORMS AND PACKAGING 





This insert is a sample 
of the offset results 
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OXFORD 


Planoflex Coated Offset 


OXFORD PAPER COMPANY 


RUMFORD. MAINE * WEST CARROLLTON, OHIO 
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PLANoFLex is one of Oxford’s three new coated offset 
papers. All rank high in brightness, opacity and appearance 
and have excellent dimensional stability. A new, exclusive 
coating formula gives them a level, polished surface with 
high pick-resistance for outstanding press results in mono- 
tone and full color. 


PLANOFLEX is a moderately priced, coated-two-sides offset paper with 
printing qualities comparable to higher priced offset enamels. Planoflex 
was developed especially for quality offset reproduction of booklets, cata- 
logs and other commercial printing in monotone and full color. It is 
suitable for varnish, lacquer and gloss inks. 


SWIFT RIVER is a low priced, coated-two-sides offset sheet approaching 
Planoflex in printing qualities and appearance. It is recommended for 
full color and black and white offset lithography, and like Planoflex, is 
suitable for varnish, lacquer and gloss inks. 


UNIFLEX C1S is a companion sheet to Planoflex in coated-one-side 
offset. It is equal to Planoflex in printing qualities and appearance. 
Uniflex was developed especially for the packaging field, for bottle, can 
and box labels, box liners, cigarette cups, display mountings, package 
wraps, window strips and other similar uses. Like Planoflex, it is suitable 
for varnish, lacquer and gloss inks. 


TWO VALUABLE AIDS: (J) The OxrorD PAPER SELECTOR CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quickly 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ash your nearby Oxford Merchant or write us direct. 


Nation-wide Service 


Through Oxford Merchants 


Albany, N. Y. . 
Asheville, N.C. . 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. . 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N.C. . 
Chicago, Ill. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio 

Des Moines, Iowa . 
Detroit, Mich. . 
Fresno, Calif. 
Gastonia, N.C. . 


Grand Rapids, Mich. ; . 


Hartford, Conn. 


High Point, N.C. . 
Indianapolis, Ind. . 
Kalamazoo, Mich. 
Kansas City, Mo. . 


Knoxville, Tenn. 
Little Rock, Ark. 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. . 


Manchester, N. H. 
Memphis, Tenn. . 


Milwaukee, Wis. . 


Minneapolis, Minn. . 


Nashville, Tenn. 
Newark, N.J. . 
New Haven, Conn. 


New Orleans, La. . 


New York, N. Y. 


Oakland, Calif. 
Omaha, Neb. 
Pawtucket, R. I. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Oregon 
Reno, Nevada 
Richmond, Va. . 
Rochester, N. Y. . 
Sacramento, Calif. 
St. Louis, Mo. 


San Bernardino, Calif. 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. . 
Seattle, Wash. . 
South Bend, Ind. . 
Spokane, Wash. . 
Springfield, Mass. 


Stockton, Calif. . 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz. . 


Washington, D. C. 


Worcester, Mass. 
York, Pa. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17 *% 35 East Wacker Drive, Chicago 1 


W. H. Smith Paper Corp. 
Henley Paper Co. 

” Wyant & Sons Paper Co. 
Carter Rice Storrs & Bement 
The Mudge Paper Co. 


. Wilcox-Walter-Furlong Paper Co. 


Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Franklin-Cowan Paper Co. 
a Henley Paper Co. 
” Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marquette Paper Corporation 
Midland Paper Company 
The Whitaker Paper Co. 
. The Johnston Paper Co. 
The Whitaker Paper Co. 
The Cleveland Paper Co. 
Graham Paper Co. 
The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope-Stevens Paper Co. 
Blake, Moffitt & Towne 
Henley Paper Co. 
- Carpenter Paper Co. 
Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement 
. . Henley Paper Co. 
MacCollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 
Graham Paper Co. 
Louisville Paper Co. 
. .« «+ Roach Paper Co. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Graham Paper Co. 
Louisville Paper Co. 
C. H. Robinson Co. 
Louisville Paper Co. 
" Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co. 
. . Graham Paper Co. 
Bulkley, Dunton & Co., Inc. 
Carter Rice Storrs & Bement 
Graham Paper Co. 
. . Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Kennelly Paper Co., Inc. 
The Whitaker Paper Co. 
Blake, Moffitt & Towne 
j Western Paper Co. 
Carter Rice Storrs & Bement 
. . . Atlantic Paper Co. 
Wilcox- ‘Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Brubaker Paper Co. 
General Paper Corp. 
C. H. Robinson Co. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 
Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Graham Paper Co. 


Shaughnessy-Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

Bermingham & Prosser Co. 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Mill Brand Papers 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Paper Merchants, Inc. 
Blake, Moffitt & Towne 
John Floyd Paper Company 
Carter Rice Storrs & Bement 
The Mudge Paper Co. 
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ouble-Duty Insert | 


By Allen Sommers 


Fayette R. Plumb Inc., Philadel- 
phia, the nation’s oldest producer 
of hand tools, is a firm believer in 
business paper inserts. But this 
company believes that anything it 
does must have a unique impact, or 
its advertising becomes just an- 
other ad. 

The April issues of Hardware 
Age, Hardware Retailers and Hard- 
ware World are examples of the 
Plumb-type of impact because they 
include one of the most unusual 
fold-out advertisements ever seen 
in the hardware trade. 

Plumb is using this eight-page, 
four-color insert to introduce its 
new line of 28 hand tools which it 
will soon market. 


> The dramatic eight-page kickoff 
will be followed up with a schedule 
of four-color consumer ads in the 
Saturday Evening Post, Better 
Homes and Gardens, Life and cover 
ads in Popular Mechanics and 
Mechanix Illustrated. 

The fold-out insert has five folds, 
in place of the customary three 
used for eight pages. This allows 
the second and third sheet to have 
two half-page folds each. 

The ad is unique in its treatment 
also, but the fact that the business 
papers were able—and willing—to 
use this treatment of an eight-page 
insert is considered an accomplish- 
ment by Harry Hetzel, Plumb ad- 
vertising manager. 


> When the idea of this particular 


PLUME TOOLS 


a 


type of fold-out insert was first 
developed, Plumb was told by 
Hardware Age that it was not pos- 
sible to bind it into the magazine 
since its binding machines could not 
handle such a piece physically. 

After conferences between Mr. 
Hetzel, J. Robert Mendte, head of 
J. Robert Mendte Inc., the Plumb 
agency, and Len Rawlings, pub- 
lisher of Hardware Age, the latter 
suggested that actual tests be made 
with dummies to see if it could be 
done. 

To prepare for the tests, William 
Phair, editor, and Lawrence Ogden, 
head of the Chilton Publishing Co.’s 
bindery, pitched in and offered 
many suggestions. The dummies 
were cut and folded. 

“We went to the bindery while 
an issue of Hardware Age was in 
the binding process,” said Mr. Het- 
zel, “and watched Larry Ogden 
handle a stack of dummy inserts. 
The dummies were cut from paper 
of the same weight as the actual 
ad would use. He fed them into the 
binder.” 

With a few minor adjustments, 
the initial verdict was that it could 
be done. 


’ The second obstacle was folding. 
“How were we to know that no 
machine was made that was capable 
of folding the insert the way it had 
to be done, leaving a binding lip on 
one side?” Mr. Hetzel explained. 
The printing salesman on the job, 
Joseph Kloster, then started to 
make the rounds of binderies in the 
Philadelphia area with a sample of 
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This insert, both an ad and a p.o.p. 
display, posed special production problems 


the fold required. He continued to 
make inquiries even while the in- 
sert was on the press and closing 
dates were approaching. 

Finally, while the ink was dry- 
ing, Mr. Kloster came up with a 
bindery that would machine three 
of the folds and hand fold the other 
two folds. Plumb then discovered 
that there was a real risk to hand 
folding since the perforation on the 
first fold of the insert had to close 
exactly over the Plumb seal on the 
head of the hammer illustrated on 
the under page. 

In an effort to bring this risk 
down to a minimum, the bindery 
arranged to add a full-time inspec- 
tor to discard as rejects any inserts 
which did not fold to the exact spot. 

The arrangement worked out per- 
fectly, and the 110,000 inserts were 
shipped out on time to meet all the 
closing dates — by minutes. 


> The first thing a reader sees is 
the “The New Swing” theme, and 
the seal. When the ad folds out to 
the full eight pages the reader sees 
the announcement copy giving the 
dealer all of the necessary informa- 
tion on the products and the mer- 
chandising aids. 

The reverse side shows a dis- 
play of Plumb tools, in actual size, 
against a background of pegboard 
as they would appear on display in 
the average hardware store. When 
torn out along perforated lines this 
side of the advertisement can be 
used by the dealer as a window 
banner or sign for the tool depart- 
ment in the hardware store. 44 
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service— 
including 
Saturdays 
fast, reliable, 
guaranteed service 
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Monsanto’s Two Reports .. . 


One for Stockholders, 
Other for Employes 


The 1956 annual report for Mon- 
santo Chemical Co., St. Louis, was 
issued this year in two booklets. 
One was a 32-page four-color and 
black and white pictorial story of 
the company’s growth. The other 
was a 24-page job, loaded with sta- 
tistics and charts in black and white. 

Edgar M. Queeny, chairman of 
the board, whom Financial World 
named the “father of modern cor- 
porate reporting,” has been a per- 
sistent champion of annual reports 
that are more than balance sheets. 


> In 1955 he conceived the idea for 
the company’s first pictorial, maga- 
zine type report with some statistics 
in the back of the book. Stockhold- 
ers and particularly employes, who 
also receive the report, liked the 
new pictorial style report. 
However, it fell a bit short for 
economists, statisticians and invest- 
ment bankers who want to make an 
analytical study of the company. 


> Result: two booklets last year, 
one a pictorial magazine and the 
other a financial and chart review- 
ing booklet. Both were mailed to 
stockholders, employes, and bankers 
in a single envelope. The choice is 
up to the individual as to which he 
prefers to read, or he may read 
both. 

The whole process is simplified by 
presentation of the story in two 
forms instead of jamming it all into 
one booklet. Stockholders and em- 
ployes both enjoyed getting the 
story in the entertaining style of 
the pictorial magazine and then 
switching to the second booklet for 
a quick review of any one statement 
or the complete financial report. 


> There’s a psychological advantage 
in the use of the two books. It im- 
mediately breaks down the resist- 
ance of the average man to a for- 
midable report which suggests too 
much time and study. 

Greater impact is given to the 
company’s story also with such pic- 
torials as “Promotion Has One Ob- 
jective: Increased Sales,” and 
“Growth Earnings Are Derived 
From Research.” 

The spread, “Management Men of 
Monsanto,” is a complete departure 
from the formal photographs of top 
brass. These pictures show chair- 


man Queeny at a board meeting; 
another officer, cigar in hand, and 
completely unaware of the camera, 
studying a report; and the company 
president, chin in hand in deep con- 
templation. All the pictures are 
candid shots showing the men at 
work, taken at various’ times 
throughout the year by Monsanto’s 
own photo staff. 

Both books were printed offset on 
Mead’s Rich Gloss 60 lb., with 100 
lb. cover, by Simmons-Sisler Print- 
ing Co., St. Louis. They were pro- 
duced by the public relations de- 
partment of Monsanto; 120,000 
copies of each book were printed. 
The company reserves 10,000 extra 
copies for students who regularly 
ask for annual reports. 44 


Samples Galore... 


New Papers Are 
Boon to Admen 


The ever-widening choice of pa- 
pers for the adman’s perusal—and 
selection—includes these recent of- 
ferings from some of the country’s 
outstanding mills. Texture and im- 
proved whiteness continue to be 
stressed. 


Penn/Brite A 
Swatch Book 


swatch book 
with samples _ of 
Penn/Brite Offset, 
a new sheet recently introduced by 
New York & Pennsylvania Co., 
New York, is now available. Small 
enough to refer to easily, the 
54x84” booklet contains page 
samples of the stock in 50, 60, 70, 80, 
90 and 100 lb. weights, in both 
smooth and vellum finishes. Two 
photos are reproduced on 100 Ib. 
vellum finish to illustrate the pa- 
per’s printing qualities. 

Also included are packing sched- 
ules, sheet size, and other relevant 
details for specifying. 

- « « for more details, circle 622, page 113 


Felt-Finish 


For folders, menus, 
Snoweave 


and booklets where 
a brilliant white 
stock with interesting texture is de- 
sired, Snoweave Cover and Text 
have been developed by Peninsular 





NORMAN ROCKWELL: “In an illustration... just as in a letter... paper is basic. It’s expressive. If it is carefully selected it can contribute 


much to the total effect.”"—Mr. Rockzwell’s human interest illusirations have long been family ut America. 


Better papers are made with Cotton Fiber’ 


Through the years papers made of cotton fiber have been symbols of prestige. 
And for good reason. This special fiber is responsible for the exceptional beauty, 
strength and permanence these papers possess. The unique processes and equip- 
ment used in making cotton fiber papers represent one of the proudest achieve- 
ments of the paper-making art. Don’t compromise quality or performance. Choose 
cotton fiber papers. They add so much to effectiveness . . . so little to cost. 

YOUR SUPPLIER KNOWS... why papers made of cotton fiber (259% mini- 
mum to 100% in the best grades) perform better in a variety of uses. Ask him 
about cotton fiber business and social stationery, indexes, ledgers, onion skin and 


drawing, tracing, blue print and other papers. PAPERS 


*FLOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 


©Cotton Fiber Paper Manufacturer 2 East 42nd St., N.Y.C, 
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Mee Fitch was king of the keelboatmen plying 


the Ohio River, a “‘helliferocious fellow’’ and an 
“almighty fine shot.”” He could steer a boat in and out 
of the snags; could make her dance over a falls. With 
his long-barreled gun, Bang-All, he could shoot the 
wings off a hummingbird. He was the only one ever to 
beat Davey Crockett in a shooting contest. 


We have clients in America’s foremost industries and would like more 


D F KELLER COMPANY - 3005 FRANKLIN BLVD 


CHICAGO 12, ILLINOIS 


Should You Run Your Own Lettershop? 
Next Month r 


The Best in Animation 


Line Art from Photographs 
In AR _ 


A Short Course in Production 


KENS KLIP ART 


100 BIG PAGES of modern 
’ vou use form, teters = lots s 25 ae humorous iMustrations 
° 5 , you'll want to see these clever, li 
4-color, preprinted letter-sized forms that ready “a to rong use 
get ANY mageege = toa vine sey = omplete 
mand attention and respect! cata- 
logue. Write to NATIONAL CREATIVE SALES, Send fos See camel gage 
1 Leggett Ave., New York 55, N. Y. ©. 80x 871, = 


52 + ar + November 1957 








Paper Co., Ypsilanti, Mich. Samples 
of this white felt finish paper in 
text weights of 70, 80 and 100 lbs., 
and in covers of 65 and 80 lb. are 
provided in a new folder. Both can 
be printed either by letterpress or 
offset. 

+ « « for more details circle 623, page 113 


Primer on With all the rapid 
New Papers developments in 
coated papers, it’s 
helpful to find a brief, readable 
booklet explaining their meaning. 
S. D. Warren Co., Boston, has pre- 
pared an eight-page booklet deal- 
ing with machine-coated, pig- 
mented and double-coated papers. 
Pigmented papers, a new class, 
offer a duller finish than enamels, 
yet reproduce halftones well. They 
are termed this bechuse layers of 
pigment are applied to both sides 
of the paper surface. 

Double coated papers have two 
layers of coating applied in sep- 
arate operations. The first is ap- 
plied on the paper machine, result- 
ing in a machine-coated stock. The 
second is applied by an indepen- 
dently operated coating machine. 
The finished product is especially 
good for fine screen halftones and 
four-color process work generally. 

Warren papers in each of these 
classes are identified, along with 
their best printing applications— 
letterpress or offset. 

- « «. for more details circle 624, page 113 


Appleton Booklet Appleton coated 
Recalls 50 Years papers provide a 

rich background 
for the Wisconsin paper company’s 
50th anniversary booklet. Issued in 
a plastic binding, the booklet show- 
cases the mill’s many grades of 
letterpress and offset coated stocks, 
in a rainbow of colors. Duotones, 
die-cuts and liberal use of color 
contribute to the lavish anniversary 
touch. 

“Fifty Colorful Years” traces 
company history from 1907 to the 
present, by such periods as “The 
Jobber Brand Era,” “The Mill 
Brand Era,” to today’s “Era of Ex- 
pansion.” Laboratory research is 
covered in a separate chapter. Per- 
sonal and plant facilities are illus- 
trated and briefly described. 


Poseidon Recently added to 
Opaque Text Mohawk Paper 

Mills’ line of 
opaque texts is Poseidon, a white 
offset stock sampled in a four-page 
folder. Besides text, which comes in 





ANOVEREIIIGET FFP * BE © 


70 and 80 lb. weights, Poseidon has 
companion cover and bristol ver- 
sions. é 

The paper is a clear, brilliant - * * 5 
white, with excellent opacity and a : . io 
smooth surface for lithography. En- A , 
velopes are also obtainable. 

+ for more details circle 625, page 113 
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Labor-saving Label . . . Developed by 

Carter Advertising Agency, Kansas City, 

Mo., this label is used to send ad plates 

to production departments of publica- RUN OF PAPER... 

tions. It contains the necessary informa- 

tion for rapid and correct routing in the - . . + DEMANDS COLOR PLATES EXECUTED 


publisher's office. WITH DOT'S SKILL AND EXPERIENCE. 


Paper Journal 
Launches Brand Index 


A trade names directory for the 
paper industry will appear in the 
January issue of American Paper 
Merchant. It will consist of an al- 
phabetical listing of the trade names 
of all products distributed through 
paper merchants. Entries will give 
trade name, product, manufactur- 
er’s name and address. 44 


600 W. VAN BUREN ST CHICAGO 7 
STATE 2-5367 


Color Card Manufacturer 
Turns Ad Into Product 


One good thing about being a 
color card manufacturer is that you 
can advertise by way of a magazine 


insert and turn the whole insert in- 
to a sample of your product. N k L 1) 

Matherson-Selig Co., Chicago, did 
this in a recent issue of the Amer- | 
ican Paint Journal with a four- RECOMMEN DED BY P RI N T E R S 
page, four-color insert presenting ; } 
visual examples of its four-way Printers know that moderately smoothly. Bantam Manifold 
service: automatic color chipping priced Bantam Manifold per- offers more lightweight paper 
equipment; modern, efficient coat- forms well in any printing value for Inserts, Circulars, 
ing methods; a complete litho- plant — feeds perfectly at high Floor Plans, Copy Sheets, Let- 
graphic and letterpress printing de- speed, and lies flat and delivers terheads, Enclosures. 
partment, plus extensive laboratory 
facilities for color matching. 

The color card company printed 
the gatefold insert itself. On the in- 
side were mounted four color chips 
and a fabric sample. Copy beneath 
the sample chips gave details of the 


ee services illustrat- ? ft ki i | | ? i |, Pe eH 
The insert was printed on 100 lb. 4i s CS 


Kromekote in four colors: black, MILLS AT HOLYOKE. 
gold, cerise red and royal blue. ¢¢ 





Write for free sample booklet 


MASSACHUSETTS 
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Whenever the job demands sharp reproduction and 
absence of “show through,” your best bet is to run it 
on ATLANTIC OPAQUE -—the outstaiiding paper 
for quality printing. Recent improvements have 
made this excellent sheet the top opaque in its field. 
ATLANTIC OPAQUE offers you... 

= Color—The bright, attractive blue-white shade, de- 
veloped for maximum contrast to today’s offset inks, 
provides the finest background that is possible for 
all kinds of printing processes. 

= Opacity—Greatly increased opacity permits even 
heavy solid areas to be printed with the maximum 
clarity, minimum “show through”...even in the 
lighter weights of ATLANTIC OPAQUE. 

« Strength—Greater strength gives this new sheet 


put it on 


longer life, greater resistance to tearing...without 
sacrificing the famous bulk and excellent folding 
qualities of ATLANTIC OPAQUE. 

s Formation—Especially developed to minimize 
troublesome “powdering,” ATLANTIC OPAQUE’S 
formation increases printing clarity and virtually 
eliminates plate scratching. 

Always dependably uniform, ATLANTIC OPAQUE 
remains stable through sheet after sheet, ream after 
ream. This, together with exacting, careful trimming, 
reduces make-ready time...permitting steady, unin- 
terrupted, profitable runs. 

Find out for yourself how ATLANTIC OPAQUE can 
create better impressions for your business. Ask your 
Atlantic Merchant for a free sample packet today. 


Atlantic Opaque 


for business 
impressions 


that 


EXCELLENCE IN 
FINE PAPERS 
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Products of Eastern Corporation, Bangor, Maine - Mills in Bangor and Lincoln, Maine 


ATLANTIC BOND 
ATLANTIC OFFSET 


anal 
PICU Lm 


MANIFEST BOND 
ATLANTIC OPAQUE 





Mouth-Watering Corner . . 


. This life-size exhibit, center of 
the ‘“‘Age of Champagne” section, almost invited visitors to 


step up for a glass. The ‘’Cocktail Era,’’ in the background, 
formed a sharp contrast in style of design. 


Che Compleat Imbiber— 


An Unusual Centenary Exhibit 


To celebrate its |00th birthday, Gilbeys Ltd. sponsored 
a public exhibit on the history of drinking in England 


which presented a number of interesting design problems 


Even in England, a hundredth 
birthday is an event worth cele- 
brating. So when W. & A. Gilbey 
Ltd., distinguished British purveyor 
of fine wines, felt its centenary ap- 
proaching, it decided to do some- 
thing different. And that something 
centered around an exhibit, not of 
Gilbey alone, but of the history of 
drinking in Britain during 2,000 
years. 

The family story of Gilbey is a 
fascinating one, as is proven in one 


section of the striking exhibit, giv- 
en the title of “The Compleat 
Imbiber.” The exhibit is not smug- 
ly autobiographical. It frames its 
story not only in its own century 
of achievement, but in the entire 
history of drinking. The result is 
a far more memorable tribute to 
the Gilbeys and their kinsmen. 
Side by side with this unfolding 
of our drinking habits through the 
centuries, the exhibit shows their 
great influence on the crafts of the 


day. Much of the exhibit’s appeal 
lies in the display of a wonderful 
array of containers and drinking 
vessels from Roman amphorae and 
Saxon drinking horns and glasses 
up to the slim elegance of con- 
temporary glassware. A magnificent 
display of 18th century English 
glass is one of the most spectacular 
elements of the show. 


> Quite apart from public interest 
in this convivial exposition, de- 


Shows & Exhibits © 55 





we cover 


the country 
with 


‘ 


THE QUALITY COLOR 
SERVICE TO THE 
TRADE FOR 


Kodak Dye Transfer 

Kodak Type C 
Color Prints Anscochrome Printon 

Kodak Flexichrome 

Kodak 3-Color Short Run Litho 
Color Transparencies 

Display Transparencies 

Duplicate Transparencies 
Color Separations for Graphic Arts 


Custom Color Film Processing 


COLOR CORPORATION 
OF AMERICA 


Sofia Building 610 S. Armenia Ave. 
PLANTS: 43 W. 61st Street, Tampa 9, Florida 
* New York 23, N.Y. Phone: 7-5358 
JUdson 2-4355 


COLOR CORPORATION OF AMERICA 
Sofia Building, 43 W. Gist Street 
New York 23, N.Y. 


Send me your new, free 32-page Technical 
information and Price Catalogue. 
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TEL-A-STORY COMMANDS: 
ATTENTION! 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 


— The Tel-A-Story 
PEPS UP POINT Automatic Projector 
OF SALE... will sell your prod- 
STIMULATES SALES uct using twelve 
MEETINGS 5mm or 2” x 2 


square transparen- 
cies on a 156 sq. in. picture screen, 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 
Write Dept. U. 

for illustrated brochure 
and prices 


a 301) AL 
523 Main Street, Davenport, lowa 


Th 


Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichita! , Kansas 


56 * ar + November 1957 





Inviting Entrance . . . An information 
desk is centered, while the entrance 
proper is flanked by two showcases. 


signers and architects will appre- 
ciate the solution of some uncom- 
mon technical problems by the de- 
signers. Few commercial displays 
have such a documentary element 
or must lean so strongly on histori- 
eal, even archaeological, exhibits. 
“The Compleat Imbiber,” neverthe- 
less, owes much of its impact to a 
light modern design, crisp narra- 
tion and captioning and a display 
technique, which though entirely 
“contemporary” in idiom, is of a 
type we might see more of in our 
national museums. 

In a foreword to the catalog the 
company’s chairman, Ronald Gil- 
bey, makes it apparent that the 
client was not unaware of the na- 
ture of the task. In complimenting 
the committee responsible for the 
venture, he pays tribute to the 
company’s consultant designer W. 
M. de Majo (and his associates Lars 
Bramberg and Veronica de Majo) 
who “in a site where not a screw 
or nail could be put into the wail 
or ceiling, has succeeded in mount- 
ing in a secure, exciting and ele- 
gant way, the material of the ex- 
hibition.” 


> The earlier historical stages in 
the exhibit (from 55 BC to the 18th 
Century) adopt a standard display 
style, designed to give appropriate 
support and emphasis to the nu- 
merous exhibits from each period. 

Drinking vessels, illustrative ma- 
terial and copy panels are con- 
tained in shallow showcases which 


History of Gilbey’s . . . Panels use charts, 
checks, historical documents to relate 
company to main theme of exhibit. 


Open Feeling . . . Historical section and 
product display on left are balanced by 
the Century of Port material. 


are fitted with light space frames 
of brass and glass. The text is most- 
ly on background panels which 
form part of the basic design. Most 
of the display area in these se- 
quences is open and the “free” style 
gives opportunity for occasional 
breaks, such as in the Roman sec- 
tion, where on a raised platform 
is shown a reproduction of the floor 
mosaic of a Roman-British house. 
In this section the text reminds us 
that almost two thousand years ago 
vineyards flourished in _ British 
fields. 


> Using similar technique the fol- 
lowing section, called “Wassail, 
Wassail” has as background illus- 
tration a colored reproduction from 
the Bayeux Tapestry, showing King 
Harold drinking with his friends. 
Another exhibit is a plastic engrav- 
ing of a Danish drinking horn. 

Thence to the mead-drinking 
Saxons and on to the halcyon days 
when King Henry II ruled a large 
part of France thereby introducing 
the light French wines to English 
tables. Display for this section is 
notable for its use of some fine rub- 
bings from medieval tomb brasses 
and an exhibit of old jugs, includ- 
ing some of French origin symbol- 
izing the opening of the claret 
trade. 

Continuing the same display style 
(in which a fairly full script is 
well shown, with headings in relief 
lettering of classical form and type- 
set captions, on panels built into 
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Illuminated Glassware Placed on 


translucent shelves, glasses are lit both 
from above and below. 
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business begins 


with the printed word 


Mornings, your favorite newspaper informs, entertains, 
keeps you up to date. Through the day, magazines, reports, 
documents speed and smooth the progress of your work. 
Without the printed word, business as we know it 


could not exist for a day. 


INTERNATIONAL PAPER 





= GREATER 
a VALUE 
NEW HUDSON GLOSS 


A new, white, process-coated paper, Hudson Gloss gives you 


usiness begins 


with the printed word 


higher quality at low cost. New super-calendered finish gives brighter, 
higher gloss for better letterpress printing of catalogs, 

cook books, house organs, time tables, travel folders, booklets and 
broadsides, using 110-120 line halftones. Available in 50, 60 and 


70 pound weights through leading paper merchants. 


OTHER FINE QUALITY MILL BRAND PRINTING PAPERS BY INTERNATIONAL 


ADIRONDACK BOND SPRINGHILL MANILA TAG 
ADIRONDACK LEDGER SPRINGHILL VELLUM-BRISTOL 
BEESWING MANIFOLD TICONDEROGA OFFSET 
INTERNATIONAL DUPLICATOR PAPER TICONDEROGA BOOK 
INTERNATIONAL MIMEO SCRIPT TIC. “DEROGA TEXT 
INTERNATIONAL TI-OPAKE TICONDEROGA TEXT, Coverweight 
INTERNATIONAL OFFSET LOUISIANA COLORED TAG 
SPRINGHILL BOND OTIS BRISTOL 
SPRINGHILL MIMEO HUDSON BOOK 
SPRINGHILL DUPLICATOR HUDSON COVER, C1S 
international SPRINGHILL INDEX HUDSON LABEL, C1S 
HUDSON SPRINGHILL COLORED INDEX HUDSON LITHO, C1S 
SPRINGHILL POST CARD EMPIRE BOOK 


SPRINGHILL WHITE TAG WINN BOOK also CONVERTING PAPERS 


You can now get the new Hudson 
Gloss sample book through your 
local paper merchant. Call him for 
your copy. 


ternational Dp, per 


FINE PAPER AND BLEACHED BOARD DIVISION 
Printed by letterpress on \ Sais 
Hudson Gloss, Basis 70. 


220 East 42nd Street, New York 17, N. Y. 





Varied Drinking . . The Elizabethan 
period used glass, silver, wood, leather, 
pewter and pottery to make their drink- 
ing vessels. 


the show cases), we come to the 
period 1550-1650. This stage of our 
drinking history brings a_ great 
array of varied drinking vessels, 
including the first of the English 
silver goblets, but including, too, 
such oddities as “glasses” made 
from horn and coconut. An old 
print of an Elizabethan feast graces 
this section. 


> “Strong Waters” heralds the age 
of spirits and it is interesting to 
note, here, that Gilbey’s does not 
overlook the fact that at one time 
gin (which today is among the 
purest spirits known) was an ac- 
knowledged national curse. Actual 
Hogarth prints give their own in- 
cisive commentary of this era when 
(in 1742) the British consumption 
of the spirit had risen to the figure 
of 19,000,000 gallons for the year. 
The elegant glass and silver wares 
of the period are shown in adjacent 
space frames. 

An interesting visual “break” 
with the perimeter displays is pro- 
vided in the next section, “The 
King Over the Water.” Showcases 
again display Jacobite relics of great 
interest, but the main graphic in- 
terest is in the painting of the Old 
Pretender shown centrally against 
a backcloth of Stuart tartan, sur- 
mounted by crossed swords. 

A magnificent showing of English 
glassware set at right angles to the 
narrative displays marks a pause 
in the exhibit story. From here on- 
wards each section takes a more in- 
dividual note, its style inspired by 
the subject matter of the era it 
represents. The glass display itself 
is notable especially for its lighting 
of what is recognized to be a par- 
ticularly difficult subject. The glass 
is set on shelves made up in duplex 
style from one sheet of opal glass 
and one sheet of illuminating glass. 
These are lit from beneath and 
above by 1” fluorescent tubes. 


> Settings which follow include 
“The Century of Port.” Though we 


Early History . . . Left is the section en- 
titled ‘‘I’ll go burn some Sack,’’ faced 
by the story of bottle and decanter 
evolution. 


may be thankful to the Jacobites 
and especially the Scots for adher- 
ing to claret and preserving the na- 
tional taste for it at a time when 
it went out of official favor togeth- 
er with all things French, we should 
remember that the swing against 
France brought us port—and a 
whole new phase of the glass- 
maker’s art in the new and elegant 
decanters of the age. This section 
takes the form of a tastefully ar- 
ranged 18th century room. 

The narrative continues with 
Pickwickian days and their in- 
evitable punch bowl. “The Discov- 
ery of Scotch,” which follows, is 
supported by old prints of illicit 
stills, a massive background photo- 
graph of Gilbey’s modern Scottish 
distillery plant and factual exhibits 
which include some quaint early 
soda water siphons. Then, almost 
up-to-date, “The Age of Cham- 
pagne.” This stage gives us a piece 
de resistance of the exhibit. A 
nostalgic Edwardian bar, with two 
costumed figures set in subdued 
lighting—this setting is so evocative 
that one is tempted to join the 
“masher” at the bar and ask the 
demure barmaid for a_ sixpenny 
champagne. (Draught champagne 
was actually obtainable at this fig- 
ure. In 1890 it was imported to the 
tune of 9,000,000 bottles a year!) 


>» Adjoining the Edwardian set is a 
cocktail era sequence which is cer- 
tainly the most striking display in 
the exhibition. Sound films of 
classic quality give a frenetic vi- 
sion of the crazy days of the “bright 
young things” and those who con- 
demn rock and roll might reflect 
on popular contemporary judgment 
of the Charleston, the jazz age and 
inevitable cocktail. As a setting for 
this effective section Lars Bram- 
berg has designed a mural inspired 
by the lights and life of Broadway. 
It is interpreted in a variety of ma- 
terials and techniques, including 
colored plastic sheetings, tungsten 
lighting, and ultra violet lamps for 





When you invite one of our service rep- 
resentatives to call, he brings with him 
the background of our experience with 
every type of photoengraving job. He 
can call upon experts in our organiza- 
tion to answer any questions and to 
suggest practical methods for doing 
your job with greatest efficiency and 
economy. This is the kind of service, 
fitted to your individual needs, that 
has built our reputation. 


A COMPLETE PHOTO ENGRAVING SERVICE 


* Ben Day Plates * Color Plates 
* Embossing Plates* Stereotypes 
* Zinc Etchings * Mats 

* Photography * Art Work 

* Electrotypes * Halftones 


CAPITOL 


engraving & electrotype co. 





FOR QUICK, EASY STORAGE OF 


OFFSET & DUPLICATOR 


PLATES * ART + PROOFS * FLATS 


NEW CHALLENGE 
FILING CABINETS 


© 11 drawer unit. 
Each drawer 
supports 200 Ibs. 
without buck- 
ling. 
* Sturdy All-Steel 
Construction 
¢ Attractive Grey 
Metallic finish. 
*Rolls on steel 
ball bearings. 
Top provides 
extra working 
space. 
¢ Available with- 
out top and base 
f.o.b. factory f° vertical 


$1 50.75 stacking. 


Stop searching through “piles of 
files’ looking for particular jobs. 
Now systematically file valuable 
offset material or cuts in a cabinet 
designed specially for the purpose 
—the new Challenge Filing Cabi- 
net. Handles all types of plates 
and flats up to 22” x 25”. Extra 
sections can be added to go two 
or three high. 


The Challenge Machinery Co. 


GRAND HAVEN, MICHIGAN 
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Auxiliary Materials . . . Coordinated de- 
sign was carried through invitations, 
catalog, toy bottles, centenary carafe, 
posters (by William M. De Majo), letter- 
heads and centenary symbol (by Milner 
Gray) and hard-cover books (by Design 
Research Unit and Gerard Hoffnung). 


“black light” effects, operated by a 
series of flasher units. 

A long central display, in light 
showcases suspended on an open 
metal framework, runs the length 
of the 2,000 sq. ft. area. In these 
showcases are shown on one side, 
the evolution of the bottle and the 
decanter, with many interesting 
historical exhibits and, on the other, 
the story of the century of prog- 
ress of the firm of Gilbey itself. 
This, which combines factual ex- 
hibits with pictorial statistics to 
show changes in taxation and pub- 
lic drinking tastes, includes enough 
interesting material to have made 
an exhibit in itself. Old order books 
and letters from distinguished 
clients (including Charles Dickens 
and Gladstone) form part of a story 
which shows how the business has 
changed as it has grown, its history 
being shaped by national events, 
political decisions and, above all, 
by the vagaries of public taste. 

This display leads into a final 
sequence which tells the story of 
Gilbey’s today, notable for its 
sparkling presentation of the mod- 
ern peaks for which the company is 
so well known. a 

A tailpiece with an amusing slant 
is a display which is devoted to 
“Modern Glass and Curiosities” 
with the emphasis on the latter 
part of the title. Such conceits as 
a mechanical decanting machine 
and Lord Redcart’s Retort are 
among its attractions. 


> “The Compleat Imbiber” is an in- 
teresting example of the solution 
of a difficult design problem and of 
good coordination throughout. The 
theme and the site gave oppor- 
tunity for a combination of modern 
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design idioms with essentially 
period motifs and some enterprise 
in displaying archaelogical exhibits 
in an interesting manner. 

Everything associated with the 
project was a planned operation 
and there is a commendable family 
resemblance between the poster, 
signboards, dealers’ window stick- 
ers, showcards, catalog cover, 
centenary carafe pack, even the 
gummed tape, the embossed invi- 
tation cards and envelopes (all de- 
signed by W. M. de Majo). The 
Milner Grey design for the cen- 
tenary symbol and note paper are 
in similar vein. 

A remarkable fact is that the de- 
signer did not see the historical ex- 
hibits until they arrived at the site, 
but co-operation with the curator, 
Miss Kleinfeldt, and with Gilbey’s 
coordinating director, J. C. Grin- 
ling, ensured that everything fitted 
into place. 


> The exhibit, which has to be dis- 
mantled and cleared within 36 
hours of closing time, is constructed 
to a six foot tubular metal structure 
module. Using standard 14%” tub- 
ing and key clamps, striated ply- 
wood of natural finish is employed 
for partitions and wall fronts. Main 
showcases are egg-shell white in 
interiors and outer surfaces. The 
main glass display case and certain 
interior fitments are in mahogany, 
the latter illuminated by the new 
58” diameter Philips tube. 

Sound effects, carefully arranged 
and localized so as not to overlap 
other historical sections, are intro- 
duced for the medieval sequence 
(13th century music) and back- 
ground for the port wine set is a 
Handel recording. 

The entrance canopy is made up 
of 14%” natural ash slats on a dark 
blue background and the entrance 
hall is draped in green fabric. In 
the vestibule, the information 
counter was specially designed to 
a circular pattern. It is in veneered 
mahogany. A series of red engraved 
plastic plaques display the Gilbey 
Wyvern trademark. Triangular sup- 
ports in brass add a vertical pat- 
tern. Slatted counter units in syca- 
more and 3s” brass rod carry a se- 
lection of centenary souvenir items. 

On either side of the entrance is 
a showcase lined in black velvet 
displaying the range of Gilbey Gift- 
wraps and “Gilbeglass” packs. 

Lighting engineers may care to 
note that this exhibition has no 
general lighting whatsoever. Tung- 
sten and fluorescent lighting of the 
displays is considered to give suf- 
ficient illumination for general pur- 
poses and for all-over atmosphere. 
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The Right Tools... 


New Exhibit Materials 
Make Showtime Easier 


New materials for the exhibit 
field show a constant trend toward 
making life easier for the man re- 
sponsible for his company’s booth. 
The following items are certainly no 
exception. 


Vacuum-Formed The 
“Wrought-lron’ 


effect of 
wrought-iron in 
vacuum-formed 
plastic has been introduced by W. 
L. Stensgaard and Associates Inc., 
Chicago. 

Available only in white, the grille 
work is excellent for outdoor-ef- 
fect exhibits in its design, but is 
lightweight, and easily washable. 

Additional details are available 
from W. L. Stensgaard and Asso- 
ciates Inc., 346 N. Justine, Chicago. 


‘Accordion’ 


Showtime gets 
Display 


easier with this 
“accordion” display 
unit from the Burndy Corp., Nor- 
walk, Conn. Light enough for one 
man to set up easily, the five-panel 
unit can open as wide as 15 feet, 
but is maneuverable enough to fit 
easily into a 10-foot booth. 

An additional feature of the dis- 
play piece is its ability to fold up 
into a 21x36x6’4” shipping case. 

An accompanying sample table 
folds to 3’x2’6’’x18” high for ship- 
ping yet sets up to provide display 
space of 6’x2’6’. Spaces inside the 
table hold samples, etc. for the main 
display during shipment. 

Details are available from Burndy 
Corp., Richards Av., Norwalk, Conn. 


Glass 
Patch 


For that exhibit 
emergency, the 
Greene Metal 
Product Co., Chicago, is introducing 
“Glass Patch.” 

Called a “miracle material,” Glass 
Patch is a crystal-clear material 
that permits an undisturbed view 
while firmly holding broken glass 
together. 

It comes packed in rolls and one 
package, which covers approximate- 
ly 14 square feet, retails for only 
$4.95. 

Samples are available. 

- + « for more details circle 632, page 113 


Office Furniture Show 
To Have Central Theme 


Next year’s exhibit of office fur- 
niture, scheduled for Philadelphia’s 
Convention Hall in March, will be 
built around a central theme con- 
cept. 

The three main aisles will be ex- 





tra-large, with shrubbery and 
fountains adding to the feeling of 
spaciousness. Lamppost signs will 
identify these three aisles as the 
Boulevard of Style. Other aisles 
will bear such names as Modular 
Terrace, Fashion Street, Red Carpet 
Avenue, Design Park, and others. 
In an effort to promote the event 
as a collection of the “Newest Of- 
fice Furniture Advances”’—a slogan 
built on the initials of the Natl. Of- 
fice Furniture Assn., the show’s 
sponsor—every new or _ restyled 
piece on exhibit will be indicated 
by an unusual device suspended 
directly above it from the ceiling. 
In order to give smaller exhibi- 
tors an opportunity to get away 
from customary background drapes, 
a plan has been worked out with 
the Wm. H. Simkins Studio, Phil- 
adelphia, to provide exhibitors with 
low-cost custom-designed displays 
to fit in with the theme. According 
to John R. Gray, NOFA Executive 
Director, this will reduce the cost 
of a 10x10’ booth to as low as $250. 
A package presentation on the dis- 
play unit is in preparation. 44 


Nothing Talks 
Like Money 


Few people can resist stopping 
for a display of money. And Con- 
vention Arousers Inc., Crystal Lake, 
Ill., is ready to furnish the display, 
in the form of framed assortments 
of United States currency. 

Frames are available in three 
different sizes, with a complete set 
containing hundreds of _ dollars. 
They make, the owners point out, 
vivid eye-stoppers to lead to a 
money-saving slogan, or to serve 
as the basis of a contest. 

The frames can be rented as a set 
or individually. 44 











for an office copy machine 
...-the all-automatic 


DRI-STAT ‘200’ 


Here’s the photocopyer you've been 
waiting for. Low in cost, high in effi- 
ciency, the new DRI-STAT ‘200’ is the 
first truly automatic office copy 
machine priced under $350. 


Look at these wonderful features: 


e Will copy anything; if you can see it, 
the DRI-STAT ‘200’ can copy it. 
Makes copies in,normal room light; 
no hoods or subdued light necessary. 


Handsome stainless steel-aluminum 
construction; no plastic parts. 


e Easy to operate; anyone can make 
perfect copies after a few minutes’ 


instruction. 


e Copies any original—opaque, trans- 
lucent, transparent—up to 9” wide 


in any length. 


AUTO-FEED, an exclusive, automatic 
paper feed is optional. Dri-Stat ‘200’ 
with Auto-Feed is $245. Also available 
is the Dri-Stat ‘400’ which copies 


materials up to 14” wide. 


PPI «oo occ ccc cc cnecsewcesh 


Ask for this informative, un- 
biased fact-folder, ‘Office 
Copy Machines and How to 
Choose the One to Suit Your 
Needs.” 


STAT 


Nam 


Company 


PEERLESS 
od 


Street 


2 


DRI-STAT DIVISION 
Peerless Photo Products, Inc. 
Shoreham, N. Y. 


Please send me your FREE folder, ‘Office 
Copy Machines and How to Choose the 
One to Suit Your Needs.” 


I‘d like to see a FREE Demonstration. 
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how a cartoon character sparks a 


By Treadwell D. Covington 

Account Executive, 

Gaynor Colman Prentis & Varley Inc. 
New York 


In January of this year, Crowley’s 
Milk Co., Binghamton, N. Y., 
launched its new consumer adver- 
tising. Crowley’s, with a line of 
twenty dairy foods, is the leading 
dairy firm in the Binghamton-Mid- 
dletown-Newburgh area, but had 
previously advertised only on an 
occasional basis, and without ad- 
vertising agency assistance. Because 
of heavy population shifts in its 
area of operation, and the many 
newcomers arriving each year, our 
preliminary market research indi- 
cated that Crowley’s needed a 
strong advertising and sales promo- 
tion program to meet the steadily 
increasing competition they were 
facing. 

Simply stated, it was the agency’s 
job to create a selling ad program 
for a company, which — although 
recording good sales and maintain- 
ing its proportionate share of the 
market — wanted to keep its stand- 
ing secure and branch into new re- 
tail markets. This was probably a 
harder task than boosting a begin- 
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ning company or one with low-level 
sales. On top of that, since this was 
Crowley’s first major advertising 
effort, the initial budget was neces- 
sarily limited, and had to be spread 
over newspaper, radio, tv and out- 
door advertising. 


> Further market research on the 
company, the areas it served, its 
distribution and sales patterns, re- 
vealed that there was a strong pref- 
erence for local products, and it was 
therefore recommended to Crow- 
ley’s that the company concentrate 
on pushing its long-established 
(1904) brand name. 

We also recommended dropping 
the weekly half-hour television 
show Crowley’s was sponsoring. By 
making this change to a spot cam- 
paign in newspapers, tv and radio, 
brand name could be given more 
emphasis to a larger and more di- 
versified group of people. This 
method also tied in well with Crow- 
ley’s practice of featuring a differ- 
ent product every month, since all 
media could be brought to bear on 
a specific product. 


> Once the agency had decided on 
the goals to be achieved, and had 


the client’s concurrence, GCPV’s 
account planning group met to in- 
itiate action for Crowley’s new ad- 
vertising. This group included a 
radio-tv writer, several art direc- 
tors, an account executive and his 
back-up man. 

We considered various approaches 
and decided on the idea of sur- 
rounding Crowley’s products with 
a friendly, wholesome atmosphere 
by creating a family consisting of 
father, mother, son, daughter, 
grandmother and grandfather. This 
wide family group would enable 
Crowley’s to appeal favorably to all 
members of families served by the 
company. Contrary to the much- 
talked-of Piel’s campaign, this 
family would represent the con- 
sumer rather than the producer. 

Our art directors went to work 
sketching the family. Before we 
settled on characters we liked, we 
considered and rejected as too friv- 
olus a grandmother with a pench- 
ant for baseball and other un- 
grandmotherly activities, and the 
too-typical teen-age daughter who 
spent most of her waking hours on 
the phone. 

Also discarded was the humorous 
character with a stubby, shapeless 








Binghamton people have become very 
fond of the Crowley cartoon 


characters, used in all media. 





phone 2644 











The Whole Family . . . (left) 
Developed as a group, the 
characters were introduced one 
oat a time. The boy’s name is 
being selected in a contest. 
The cat changed from “Tab” 
to ‘Friend. 


Early Version . . . (right) One 
of a variety of treatments de- 
veloped for final selection. 


wel... 1" SKIPPY. 
1 LIKE CROWLEY'S 
COTITAGE CHEESE AND MILK 


AND EG&S AND CHOCO ATE 
DRINK AND ORANGE PRINIK 


AND CREAM AND. 


First Conception . . . (below) 
These early caricatures were 
rejected in favor of a more be- 
lievable group. 





WERE THE CROWLEY FAMILY 


Vast try these Croley bulé .. - 








ANO You’LL BE A CROWLEY FAMILY, Too! 


Related 
as 


TL es 


Newspaper Ads . . . Soft-sell ‘series features the boy and his feline friend, were bocked up with radio and television, 


Here are some of the ways 
Photography helps build sales: 


Plans and Presentations—Slide films— 
Movies— Easel presentations— Portfolios. 


Advertisements — Illustrations for magazines— 
Newspaper— Direct mail—Sales and service 
literature—Calendars—Car cards— Billboards. 
Market Research— Product application photos 
—Customers’ buying habits— Displays— 
Merchandising ideas— Photocopying charts 

and reports. 

Packaging — Product pictures—Labels— 

“How to” explanations— Photo lettering— 
Photo composition. 


Merchandising — Displays— Background 

photos— Jumbo cutouts—Installation or 

application photos— Demonstrations. 

Trade Shows— Background murals— Motion PROOFS— Many exposures can be proved on a single 
pictures—Slide films— Descriptive booklets and STEER Se ee nee ae 
pamphlets— Plant and product photos. 


Sales Training and Service—Salesmen’s 


es 
portfolios and bulletins—Stills—Slides— Movies 
—Installation and service manuals— O 1 ; } 
Customers’ instruction books. 


Television Production—Set backgrounds 
—Spot commercials— Animation. 


Printed Production— Illustrations—Trans- 
parencies— Photoengraving— Photocopying. 
Public Relations—Stockholder notices— 
Employee papers— Institutional’ movies— House 
organs— News releases—Slide films. 
Administration—Office layout plans— Progress 
reports—Ofthce copying— Microfilming of 
records for storing— Miniature prints of ads 

for schedule boards. 


Would you like this free booklet on Kodak 
new Color Print Material, Type C? Write 
Eastman Kodak Company, Rochester 4, N.Y. 


When your story must be descriptive— 
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PRESENTATIONS—Color in the salesman’s portfolio 


adds life and realism to what he sells. 


COMPREHENSIVES 


a 


Advertising layouts can show color 


prints rather than sketches that take so much art time. 


sells like Photography 


—1n 


\ JITH new Kodak Color 

Print Material, Type C, 
business today finds it possible to 
gain the advantages of color in 
countless sales and advertising 
pieces where it has not been used 
before. 

For with Type C material, 
color is handled like black-and- 
white. The photographer takes 
all the exposures he needs on 


color 


color negative film like Kodacolor 
or Ektacolor—any size that is 
most convenient, large or small. 
He can print up groups of these 
negatives on sheets of Type C— 
give the art director a wide choice 
of “takes.” 

Any good negative can be en- 
larged with sharp detail, proc- 
essed with accuracy of color, yet 
at the same time offer opportuni- 


ty for considerable local control. 

Result? A supply of color prints, 
sharp and detailed, ready for lay- 
out, displays, sales and promo- 
tion pieces or for reproduction by 
the engraver or lithographer. 

Type C is yet another impor- 
tant contribution photography 
makes to successful selling and 
advertising. Other ways are shown 
at the left. Check them over. 


EASTMAN KODAK COMPANY 


Rochester 4, N.Y. 


—PHOTOGRAPHY does the job 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


1210 N. Clark Street * Chicago 10, Illinois 
Dept. N-11 a Telephone: MI chigan 2-5651 





from your IDEA 
to the PRESS 


ALL ON A 


Do your original 
art work to 
size in one 
operation 


Enlarge or reduce 
400% without 
hand shadow 


Color & Benday 
separations 


Line, Halftone, 
photocopies; 
or silk screen 
negatives & 
positives 


Full newspaper 
size in one 
operation 


e 
Sold only 
through Dealers 


a 
Write for Catalog AR-11 


MOVABLE — NO EXTRAS — 
NO INSTALLATION CHARGE 
From $269.50 f.o.b. 


CLI hetai a t-od 
M. P. GOODKIN CO. 


24 BEACH STREET © NEWARK 5. WN. J 
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body that would have been fine for 
a Saturday Evening Post cartoon, 
but not as a believable consumer 
symbol. 


>» When a pleasant family group had 
been created by artist Steve Du- 
quette, we faced the problem of in- 
troducing them to what we hoped 
would be an eager public. We were 
convinced that overwhelming con- 
sumers with six characters at once 
would result in positive identifica- 
tion for none of them. For that rea- 
son we consulted with Crowley’s 
and selected the boy to open the 
ad program. 

He was visualized as five years 
old, slightly precocious, but with- 
out Dennis-the-Menace overtones 
— a youngster with appeal and in- 
terest, but not cloying or sickly- 
sweet. As drawn by Duquette, the 
boy invariably wears dungarees, a 
loose sweater, an over-sized milk- 
man’s hat and shoes with laces 
dangling. He and the rest of the 
family were purposely left name- 
less; a contest will be promoted 
later to select names. 

Since the boy was to be intro- 
duced alone, we felt that something 
else was needed to add spice to 
story development. With a dairy 
firm one natural choice was a cat. 
In our many creative sessions we 
referred so constantly to this cat 
as “the Crowley boy’s friend” that 
we decided to simply name it 
“Friend.” Because we wanted the 
boy to have a pet that could par- 
ticipate in all the situations we an- 
ticipated, Friend was created not 
as the common, garden variety of 
cat, but a kind of four-footed 
Univac. This feline has such versa- 
tile tastebuds that it loves not only 
milk, but cottage cheese, yogurt and 
spring salad. Friend’s sex is unspec- 
ified — neither agency nor Crow- 
ley’s intends to discriminate against 
any consumer of its products. 


> The preparation of the radio and 
tv spots was turned over to Art 
Larsen, the agency’s senior con- 
sumer writer. He experimented 
with one-minute monologs to be 
given by various members of the 
family. But somehow the monolog 
approach didn’t have the appeal, 
interest, or type of humor that the 
agency was striving for. For in- 
stance, Mother, in discoursing to an 
invisible husband on the merits of 
Crowley’s cottage cheese, went on 
in this vein: 

et Well, I’ve been eating it 
every day instead of a lot of fatten- 
ing foods and I’ve lost three pounds! 
Can’t you tell? (exasperated) No, 
I’m not holding my breath!” And so 
on. 


>» While this was passable, it didn’t 
get across the quiet humor of fami- 
ly life. As for the little boy talking 
60 seconds by himself — well, that 
was not only hard to believe, but it 
made the youngster sound like a 
miniature version of a commercial 
announcer. 

Mr. Larsen decided to make the 
spots as simple, humorous and 
pleasant as he could, and to keep 
the commercial tone of the message 
as unobstrusive as possible. 


> The agency settled on a format 
of “bedtime stories” as told to the 
little boy by his father. In addi- 
tion to the story sessions, situa- 
tions such as trips to the dentist, 
supermarket, etc., were developed. 
Five-year-olds being what they are 
(and here it was a case of personal 
experience, since most of us on the 
account have children of that age), 
the Crowley’s boy keeps interrupt- 
ing the story with questions. Even- 
tually he has so misconstrued it that 
the confusion has nearly driven dad 
to his wits’ end. At the breaking 
point, however, father realizes the 
humor of the situation, and the se- 
quence ends on a pleasant note. 
Following is one of the recent radio 
spots: 


Daddy: Now, son, “Jack and Jill 
went up the hill to fetch a pail of 
water...” 


Boy: We don’t get water on a hill. 
Daddy: I know... Jack... 


Boy: Couldn’t they get a pail of 
Crowley’s chocolate drink instead? 


Daddy: (sarcastic) Out of the well, 


I suppose! (determined) “Jack fell 
down . . 


Boy: Did he 


drink? 


spill his chocolate 


Booklet . . 
The boy 


appeared on 
internal 
publications. 





HALF & HALF 
Uae 


. Typical of series, this 
picked up art from other uses, added 
fluorescent inks for impact. 





Truck Card 


Daddy: He had water, not chocolate 
drink! 


Boy: Did Jill have Crowley’s choco- 
late drink? 


Daddy: No, 


water!! 
Boy: I’m thirsty. 


Daddy: (quiet desperation) How 
much longer can I go on? I’m try- 
ing to tell you a nice... (laughing) 
Well, I suppose if you ever stopped 
asking questions I'd miss it. Crow- 
ley’s chocolate drink is wonderful. 
Rich, nourishing and delicious 

great for children and grownups 

even grouchy daddies Look, 
we're both thirsty. Let’s go down 
and get some Crowley's chocolate 


drink. 


water water 


Boy: A whole pailful? 


> The next step was to find appro- 


Outdoor Poster . . 





priate voices for the boy and his 
father. The father’s was chosen 
promptly enough — an experienced 
Broadway-tv-radio actor, Norman 
Kose, but the little boy presented 
problems. For practical reasons, we 
couldn’t use a child actor — not 
only because of the increased re- 
hearsal time required, but because 


child actors — and this sounds like 
Hollywood’s impression of Madi- 
son Av. — seldom are convincing 


“children” on radio. Accordingly, 
we began auditioning actresses who 
had played children’s parts. 

We ran the gamut of voices. Some 
of the ladies, in their earnest and 
laudable endeavors to create a little 
boy, sounded as though pythons 
were slowly strangling them. Fi- 
nally, when we all were in a mood 
to glower at innocent children we 
passed in the street, we located a 
veteran actress with a “natural” 
child’s voice, Sarah Fussell—she has 
played similar roles on radio and 
dubbed boys’ voices in such pic- 
tures as “Rififi’. 


> The Crowley's newspaper cam- 
paign was launched in four area 
dailies at the rate of three single 
panel cartoon-size ads a week (2 
columns by 512”’). To create interest 
and impact in the opening stages, 
each ad was different during the 
first six weeks. 

Running three ads weekly in 
every paper gave Crowley’s better 
and quicker brand identity than 
bigger ads running on a less fre- 
quent basis. Whenever possible, we 
rotated the ads among three dif- 
ferent sections of the papers, which 
increased coverage and helped give 
the impression of heavy newspaper 
saturation. 

We tried to capture the same 
light, friendly feeling in the car- 
toons as we had in the radio spots. 
The boy-and-cat situations were 
similar to those in the tv _ story- 
boards, simple and unencumbered. 
A single line of copy was usually 


. Early sketch of an idea which was further developed to introduce 
new products and new ‘‘fresh fresh’’ slogan. 
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CONSULT US 
WITH YOUR 
COLOR PROBLEMS! 





























Take advantage 
of our new 
color clinic! 

















At no obligation we'll be glad to an- 
swer any of your questions on color 
processes, preparation or techniques. 














Ask us for technical assistance on 
any of the following: 


COLOR FILM PROCESSING DUPLICATE 
COLOR PRINTS TRANSPARENCIES 


Repro Dye + Dye Transfer 
Type © + Printon SLIDES — FILMSTRIPS 
FLEXICHROME Copying Art Work 
COLOR ASSEMBLIES 
Write today for your 


FREE Color Data Handbook ! 
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Ideas NEWSLETTERS 




















The Free RCS House 



















Fo 
= Organ Idea Kit 
offset contains offset 
Rikwevanbs printed samples 
7 or | _B ranging from 
ideas :@ simple typed sheets 








to elaborate 
booklets. 













Here’s evidence 
of how offset 
printing and low- 
cost RCS Planog- 
raphy can be 
‘ *§ tailored to do an 
e effective job for 

! you, no matter the 
| | | size of your budget. 


| 
| Newsletters are 
| | ideal to simplify 





a ee: 

















direct-mail 
production, provide 
| continuity, and 
| | coordinate your 
| promotion. 


| Offset gives art 

| work the versatility 

| § to make ideas 

| | more effective. 

| RCS offset printing 
assures quality that 

| is a hallmark of 

| | good reproduction 
regardless of cost. 


Rush my House Organ Idea Kit to: 


1 

= « Send for the 
© 4 © House Organ Idea 
Ee | Kit or an estimate 
Ss o FV | now! 
as vo é€ | 
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123 N. Wacker Dr. 
Chicago 6, illinois 
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Boots by U. S. Rubber 


Printed on Kimberly Clark Hifect Enamel 80 Ib. basis 






























ACCENT 
ON 
WHITE... 


There are almost as many shades of white as 
there are grades of paper. And few will 
ever agree on which is best. Usually the final 
decision is made on the basis of how good 
it makes printed halftones appear. Whiteness 
controlled for outstanding halftone printability 
is just one of the many fine qualities you'll 
find in Kimberly-Clark papers. Every sheet is 
engineered to meet the demands of modern printing, 
ag Ft i with a careful balance of dimensional stability, 


A opacity, strength and finish. It will pay to 
/ compare Kimberly-Clark Printing Papers 


in any way you choose—including their cost. 





Everything comes to life 
on Kimberly-Clark papers 


for Lithography .. . Prentice Offset Enamel 
Lithofect Offset Enamel @ Shorewood Coated Offset 
Fontana Dull Coated Offset ¢ Kimberly Opaque 


for Letterpress . .. Hifect Enamel 
Trufect Enamel ¢ Multifect Coated Book 


Kimberly Clark 
& 


Neenah, Wisconsin 





PRINTING PAPERS 








Kimberly-Clark Corporation + 


Write for our latest file folder of 4-color printed 
samples with complete information on each 
Kimberly-Clark Printing Paper—a valuable 

reference for every buyer of printing. 


sufficient to carry the commercial 
message. 

One product was featured at a 
time, the same _ product being 
stressed on the radio-tv side. The 
similarity between the newspaper 
cartoons and tv storyboards also 
enabled us to reduce production 
costs, since artwork for the car- 
toons could be taken directly from 
the storyboards. 


> We faced one other minor diffi- 
culty in giving birth to the Crow- 
ley’s campaign. The Crowley’s boy 
was supposed to sing a jingle to the 
tune of “The Farmer in the Dell.” 
To give the jingle a child-like qual- 
ity, we wanted the accompaniment 
to come from a tinkly music box. 

Apparently the market for music 
boxes that play “Farmer in the 
Dell” is extremely limited. We 
couldn’t locate one anywhere in 
New York, nor could we find a rec- 
ord that played the song without 
words. Although recording time was 
drawing near, we ordered a music 
box from Germany, evidently the 
only country with a feeling for the 
song. 


> At that point, Mr. Larsen stepped 
into the breach. He had a vague 
recollection that some three years 
before he had given one of his 
daughters a crank-up toy that 
played the song. A phone call home 
sent his family digging through a 
toybox, and—surprisingly—the all- 
but-forgotten toy was found. It was 
cranked over the telephone by a 
dutiful and  nothing-surprises-me 
wife, while we all listened in on ex- 
tension phones, and that small but 
pesky problem was solved. 

By the time the first radio spots 
were written and approved by the 
client, we had all become so close 
to their creation that we no longer 
could give an unbiased opinion as 
to their effectiveness. For that rea- 
son, we were anxious to find out 
what the reaction of the public 
would be—whether the spots were 
truly as pleasant as we intended 
them. We got an unexpected pre- 
view of the eventual results even 
before the stories went on the air. 


> The engineer handling the record- 
ing session, at Coastal Recording, 
N. Y., who had heard every con- 
ceivable kind of commercial in his 
time and by now took them as a 
matter of course, broke up over the 
Crowley radio spots. In subsequent 
recording sessions, he became a 
staunch fan and now looks forward 
to the next group of commercials. 
We all felt that this response was at 
least an indication that the spots 
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were interesting and painless. 

The commercials went on the air 
in February over seven stations in 
Binghamton, Newburgh and Mid- 
dletown, the first area selected, and 
we were soon getting indications 
that they were well received. A 
Watertown, N. Y., family reported 
that its children had expressed a 
sudden, unprecedented desire for 
Crowley’s cottage cheese and spring 
salad, because of the youngsters’ in- 
terest in the little boy and his ad- 
ventures. One of the agency’s ac- 
count executives reported this un- 
solicited response from the ad man- 
ager of an industrial concern in the 
Binghamton area: “You know,” he 
confided, “the one with the three 
bears is my favorite.” 


>’ The Crowley routemen have re- 
ported that Crowley's “little boy” is 
literally opening doors for them. 


Potential customers frequently 
greet the salesmen with the com- 
ment that they’re fond of “those 
cute stories” and from that point on 
the selling job is easy. 

On the more tangible side, Crow- 
ley’s sales are up. In February, the 
first advertising month, retail sales 
of the featured product increased 
20% over sales of that product in 
January. In March, the featured 
product sales increase was 40° over 
its February sales. 

In carrying our original campaign 
theme forward, each phase of 
Crowley’s advertising promotion 
and public relations is acquiring the 
“new personality’—in commercials, 
ads, point-of-sale material, 24-sheet 
posters, packaging, employe hand- 
books, and similar material. The 
light, warm, low-pressure program 
promises to win new friends and 
customers for this dairy. 44 


Xe 


Living Trademark . . . Brochure of Design Dynamics, Chicago design specialists, carries 
out trademark theme in full-page photo of creative hands at work. Actual trademark 
(lower right) is reproduced here for comparison. 


Here’s a New Way to 
Drive Trademark Home 


A new Chicago design company 
has hit upon an unusual way to 
imprint its trademark on prospects’ 
minds. The company is Design Dy- 
namics, specialists in product, pack- 
age and graphic design. 

In an eight-page promotional 
brochure describing its services, the 
company presents a_ photograph 
which uses objects and human 
hands to create a pattern which re- 
produces its trademark. 

The trademark is a diamond- 


shaped 
heavy 


design composed of four 
arrows pointing inward 
toward a solid circle. It appears on 
the cover and is repeated on the 
first page. The third page, a full 
page bleed photograph shot from 
above a table top, shows four pairs 
of busy hands arranged in a manner 
which repeats the arrow theme. 44 


Brochure Describes 
Daylight-Type Lighting 


Lighting equipment which artifi- 
cially reproduces north sky, daylight 





ATLANTA, Ga. 

BINDERS INC. 

74 Broad St. N. W. — WA-1477 
CHICAGO, Ill. 

THE BRUDNO ART SUPPLY CO 

601 N. State St. — SUperior 7-0030 
CINCINNATI, Ohio 

THE POUNSFORD STATIONERY CO 

422 Main St. — MAin-2385 
CLAYTON, Missouri 

ART MART, INC. 

31 N. Meramec St. 
CLEVELAND, Ohio 

MORSE GRAPHIC ART SUPPLY CO 

1312 Ontario St. — MAin 1-4175 
DENVER, Colorado 

SPIVAK ART SUPPLY CO 

1024 17th St. — KE. 4-3505 
DETROIT, Michigan 

GARTH'S DEVOE PAINT STORE 

1513 Broadway — WOodward 3-3660 

LEWIS ARTIST SUPPLY CO. 

6408 Woodward Ave. — TR. 1-0150 

F. A. PERINE 

4424 Woodward Ave. — TOwnsend 8-5873 
GRAND RAPIDS, Michigan 

DOUMA & SON 

306 Monroe Ave. — Glendale 8-9393 

THOMAS BLUE PRINT SHOP INC 

136 Division Ave. N. — 9-0131 
HOUSTON, Texas 

TEXAS ART SUPPLY CO 

1915 W. Gray — JA. 6-252) 
INDIANAPOLIS, Indiana 

BATES BROS. PHOTOCOPY SERVICE 

203 N. Delaware St. — MArket 9559 
LOS ANGELES, Cal. 

CALIFORNIA ARTISTS MATERIALS 

2420 W. 7th St. — DUnkirk 5-2436-37 

H. G. DANIELS ARTISTS’ DRAWING MATERIALS 

621 S$. Grand Ave. — Michigan 3029 

M. FLAX 

10846 Lindbrook Dr. — AR 7-5549 
LOUISVILLE, Kentucky 

ELECTRIC BLUE PRINT & SUPPLY CO 

635 S. Fifth St 
MIAMI, Florida 

ASSOCIATED ARTISTS 

1822 Biscayne Bivd. — Miami 3-3562 
MILWAUKEE, Wisc. 

ARTIST & DISPLAY SUPPLY CO 

813 W. Wisconsin Ave. — BRoadway |-7198 

PALETTE SHOP 

783 N. Milwaukee St. — BRoadway 2-2706 
MINNEAPOLIS, Minn. 

ARTSIGN MATERIALS CO 

404 Marquette Ave. — 1!-7607 
MORRISTOWN, N. J. 

BOIN ARTS & CRAFTS 

91 Morris St. — JEfferson 9-0600 
NASHVILLE, Tenn. 

GRIFFIN SUPPLY CO 

155 Fourth Ave. N. — Al 4-3368 
NEWARK, N. J. 

ARTIST SUPPLY SERVICE 

556 High St. — MArket 2-6219 
NEW ORLEANS, Louisiana 

NORTON ART SUPPLIES 

738 Poydras St. — RA-1570 
NEW YORK, N. Y. 

BEE-KO COMPANY, INC 

155 €. 44th St. — MUrray Hill 2-4224 

CONCORD ARTIST MATERIALS 

190 Lexington Ave. — LExington 2-3740 

CRANE GALLO ARTIST SUPPLIES 

110 W. 31st St. — LA 4-9476 

E. H. & A. C. FRIEDRICHS 


37 E. 28th St. — LE 2-0300 
SAM FLAX 


40 E. 26th St. — MUrray Hill 3-2962 
JOSEPH MAYER CO. INC 
5-9 Union Sq. W. — Algonquin 5-7644 
A. SELTZER CO., INC 
1163 6th Ave. — PL 7-4338 
UNITED ARTIST MATERIALS 
32 W. S3rd St. — PL 3-1738-9 
PHILADELPHIA, Pa. 
HENRY H. TAWS, INC 
1527 Walnut St. — Rittenhouse 6-6324 
**PITTSBURGH, Pa. 
8. K. ELLIOTT COMPANY 
536 Penn Ave. — GRant 1-3660 
RICHMOND, Virginia 
SPEARS SUPPLY COMPANY 
501 £. Canal St. — 3-5178 
SAN ANTONIO, Texas 
JOHN HERWECK, INC 
232 Broadway 
ST..LOUIS, Mo. 
AL. J. BADER CO., INC 
1113 Locust St. —GArfield 2870 
TOPEKA, Kansas 
CAPITOL CITY BLUE PRINT CO 
& TOPEKA ART SUPPLY 
421 Kansas Ave. — 5-1358 
WASHINGTON, D. C. 
FEDERAL SUPPLY CO 
1716 H St. N. W. — RE. 7-6686 


**This is a change of address since the previous ad 


for all special 


OCCASIONS ... 


Artists, Art Directors, 
Designers and Layoutmen 
across the nation have discovered 
and insist on the remarkable 
qualities of the Dalton “Admaster” 
The very finest of all layout and 
visualizing papers. Dalton “Admaster” 
responds beautifully to pastels, 
charcoal, pencil, colored pencils, 
ink and even washes! 
Every layout you submit on the Dalton 
““Admaster” becomes a very special 
occasion ... just the idea of 
having the best surface to 
work on will give your 
drawing that extra sparkle. 
Use Regular 406-R for 
layouts and Fluorographic 
406-RF for layouts and 
reproduction, permitting 
crisp highlight halftones in 
dry media, also approved for 
Kromolite. Remember 
there’s nothing like the 
Dalton “Admaster”, try 
today and see 
Call the dealer listed site 
and nearest to you 
for a supply and enjoy 
this amazing new 
way of life. 


‘ 
* 


me if a dealer in your area does not have the Dalton ““Admaster” Regula: Flucrographic 
BIE N-FAIT send us his name or write to us on your letterhead for a free 4 x 6” sample pad. 


DEPENDABLE A complete swatch series is also yours for the asking . . . request swatch group No. 5. 
Aer’ 


bienfang paper co., inc. 


metuchen, new jersey 
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and horizon sunlight is described in 

a four-page, two-color brochure re- 

D ARKROOM CAMERA leased by Macbeth Daylighting 
| Corp., Newburgh, N. Y. 

or ART PROJECTOR Entitled “Lighting For Critical 


Color Proofing and Viewing,” the 
You get BOTH with brochure describes and _ illustrates 


e ‘ | Macbeth fixtures, their uses and 
4 | proper installation for effective use 
RACL=- in all phases of the graphic arts in- 


Y ke all top quality photographi — 

es... make all top quality photographic i ; c, shaeainaiin, celia alae ai 
products and, in addition, use it for art ee ee ve 
projection, visualizing and tracing. 

IN THE oy nt oe 
Negs and Positives LY and WI e 
SKILLED PERSONNEL. Why not “do it yourself” Portable Duplicator 


.. and the cost is just a few cents each “shot”! Weighs 26'/2 Lbs. 
Look at These Features! 


easy to operate . . . anyone can learn always projects a right-reading image New among duplicating machines 
oo en ae. — anne se — for ‘ae small objects, is the Fordigraph 100, a compact, 
hotocopy camera and enlarger combine ottles, etc. : : . 1: 
uses all types of sensitized materials compact, easily moved. 31” wide, a. inkless duplicator weighing 
powerful Wollensak lense gives perfect 72” long, 81” high Ss 

image focusing e darkroom can be as small as six sq. ft. Built into a streamlined, portable 
AS AN ART PROJECTOR . . . nothing finer! Trace-Rite projects copy directly onto work | container, it becomes an auto-feed 
surface, eliminating double tracing . . . saves time and money. Projects film negs or duplicator when flap doors at either 


transparencies as easily as opaque copy. Gives up to 40 times enlargement by lifting +a: : 
prism out of line and projecting straight through lense. | end are opened. Fluid is held in a 


| transparent plastic cartridge which 
Darkroom and art mans Art projection model ae ; 

model combined. $735 with light curtains. $689 | prevents spilling. At refill time, a 

o.b. ‘Detroit, Michigan or Toronto, Canada | filled replacement cartridge is sim- 

Sold at all leading Art and Photographic dealers, or write direct for full information to ply clipped into place. An automatic 


TRACE-RITE SALES CORPORATION master clamp catches or releases 
317 BOULEVARD BUILDING DETROIT 2, MICHIGAN the master by a turn of the crank. 
In Canada. . . TRACE-RITE (CANADA) cO., 205 Richmond W., Toronto An automatic positive paper feed 
handles work from postcard size to 
9x14”, 
Descriptive literature is furnished 
by the distributor, Rex-Rotary Dis- 
tributing Corp., 387 Fourth Ave., 


Se | New York. The machine sells for 
cat ie =2~ J, NW seas ticnt} | $149. 44 
CAN'T sTICK | —~ |= y@r®& By FINGER 


CAN'T DRIP & PRESSURE 


EARLY AMERICAN and - 
CONTINENTAL PRINTS fo F 
reference or reproduction. Over \ 


3,500 categories antique steel 


engravings. Suitable for art : ber Cement 


E ' 
directors, promotion directors, D ; . Pp a a Ss — g 


house organ editors, researchers. 








The world's most modern dispenser. Handy grip- 


. . : | top. Large bristle brush always reaches ribber 

Visual Discoveries, Inc. ; "eee ad artist | 
4 W. 40 St. New York 18 geen’: b THE HABERULE CO. ‘ | 
. BOX AR-245 « WILTON, CONN. | 


AVAILABLE 


FREE 
PRODUCTION AIDS 


/mask-0- 


142 Greene Street 





Presto . . . Compact carrying case opens 

New York City 12 into Fordigraph 100 automatic-feed, 

CAnal 6-8440 inkless duplicator. Unit has major desir- 

See us at the Advertising able features of non-portable modern 
Essentials Show, booth 49 duplicators. 
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A Code of Ethics for Art 


1. Introduction . . In 1945 a group of artists and 
art directors in the city of New York, concerned 
with the growing abuses, misunderstandings and 
disregard of uniform standards of conduct in their 
field, met to consider possibilities for improve- 
ment. They reached the conclusion that any ef- 
fort, to be successful, must start with the most 
widespread backing, and further that it must 
be a continuing, not a temporary, activity. On 
their recommendation, three leading New York 
art organizations together established and fi- 
nanced a committee known as the Joint Ethics 
Committee. This is published in response to the 
many requests for information about operations 
and scope of the Committee. 


2. Personnel . . The Joint Ethics Committee is 
composed of three members each from the So- 
ciety of Illustrators, the Art Directors Club and 
the Artists Guild, appointed by the directing 
bodies of each of these organizations, but serving 
jointly in furtherance of the purposes for which 
the Committee was founded. 

Members of the Joint Ethics Committee are 

selected with great care by their respective or- 
ganizations. Their selection is based upon their 
experience in the profession, their proven mature 
thinking and temperament, and their reputation 
for impartiality. 
3. Code of Fair Practice . . The Code of Fair 
Practice, as established by the Joint Ethics Com- 
mittee and endorsed by the National Society of 
Art Directors, was conceived with the idea of 
equity, not alone for the artist but for the art 
representative and the buyers of art. 

The Committee zealously upholds the ethical 
standards set forth in the Code and invites with 
equal readiness any and all reports of violations 
on the parts of artists, art representatives or 
buyers of art. 


4. Action . . The Committee meets one or more 
times a month to read and act upon complaints, 
requests for guidance, and reports of Code viola- 
tions. The proceedings and records of the Com- 
mittee are held in strict confidence. In the in- 
terest of the profession, typical cases are pub- 
lished periodically without identification of the 
parties involved. However, in the case of flagrant 
violation, the governing bodies of the parent or- 
ganizations may be fully informed. All com- 
munications to the Committee must be made in 
writing. When a complaint justifies action, a copy 
of the complaining letter is sent, with the plaintiff's 
permission, to the alleged offender. In the ex- 
change of correspondence which follows, matters 
are frequently settled by a mere clarification of 
the issues. Further action by the Committee be- 
comes unnecessary, and in many instances both 


The official guide to ethical practices in 
the buying of art, as adopted by the leading 


organizations of artists and art directors. 


sides resume friendly and profitable relation- 
ships. When, however, a continued exchange of 
correspondence indicates that a ready adjustment 
of difference is improbable, the Committee may 
suggest mediation or offer its facilities for ar- 
bitration. 


5S. Mediation . . Both parties meet informally 
under the auspices of a panel of mediators com- 
posed of three members of the Committee. If the 
dispute requires guidance in a field not repre- 
sented in the committee’s membership, a specially 
qualified mediator with the required experience 
may be included. The names of members of the 
panel are submitted to both parties for accept- 
ance. 

The conduct of a panel of mediators is friend- 
ly and informal. The function of the panel mem- 
bers is to guide; not to render any verdict. The 
panel’s purpose is to direct the discussion along 
such lines and in such a manner as to bring 
about a meeting of minds on the questions in- 
volved. If mediation fails, or seems unlikely to 
bring about satisfactory settlement, arbitration 
may be suggested. 


6. Arbitration . . A panel of five arbitrators is 
appointed. One or more is selected from the Com- 
mittee, and the remainder are chosen by virtue 
of their particular experience and understanding 
of the problems presented by the dispute. Names 
of the panel members are submitted to both par- 
ties for their approval. Both parties involved sign 
an agreement and take oath to abide by the de- 
cision of the panel. The panel itself is sworn in 
and the proceedings are held in compliance with 
the Arbitration Law of the state of New York. 
After both sides are heard, the panel deliberates 
in private and renders its decision, opinion and 
award. These are duly formulated by the Com- 
mittee’s counsel for service on the parties and, 
if the losing side should balk, for entry of judg- 
ment according to law. 

So far, every award has been fully honored. 
The decisions and opinions of this Committee are 
rapidly becoming precedent for guidance in sim- 
ilar situations. The Committee’s Code has been 
cited as legal precedent. 


7. Committee Scope . . The Committee acts 
upon matters which can be defined by them as 
involving a violation of the Code or a need for 
its enforcement. 

Upon occasion, the Committee has been asked 
to aid in settling questions not specifically cov- 
ered by the Code of Fair Practice. The Commit- 
tee gladly renders such aid, providing it does 
not exceed the limitations of its authority. 


8. Committee Limitations . . The Committee 
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Ethical Art Practices 


offers no legal advice on contracts, copyrights, 
bill collecting or similar matters. But its judg- 
ments and decisions as to what is fair and ethical 
in any given situation, are backed by the support 
of the entire profession represented by the Com- 
mittee. 

The Committee’s influence is derived from 
widespread moral support, and while it has neith- 
er judicial nor police powers, and cannot pun- 
ish offenders, nor summon alleged violators to 
its presence, still, its growing prestige and dig- 
nity of operation have made it a highly respected 
tribunal to which few have ever failed to respond 
when invited to settle their differences. 


9. Committee Maintenance .. No fees or ex- 
penses are charged to anyone requiring the serv- 
ices of the Committee. The Committee’s facili- 
ties are not limited to members of its supporting 
groups. They are freely offered to any individual, 
business, or professional organization. 

The operating expenses of the Committee are 
defrayed by three organizations represented. The 
time and services of the members and legal coun- 


sel are voluntarily contributed without any form 
of personal gain. 


Relations Between Artist and Art Di- 
rector 


1. Dealings between an artist or his agent and 
an agency or publication should be conducted 


only through an authorized art director or art 
buyer. 


2. Orders to an artist or agent should be in writ- 
ing and should include the price, delivery date 
and a summarized description of the work. In 
the case of publications, the acceptance of a 
manuscript by the artist constitutes an order. 


3. All changes and additions not due to the fault 
of the artist or agent should be billed to the pur- 
chaser as an additional and separate charge. 


4. There should be no charge for revisions made 
necessary by errors on the part of the artist or 
his agent. 


5S. Alterations to artwork should not be made 
without consulting the artist. Where alterations 
or revisions are necessary and time permits and 
where the artist has maintained his usual stand- 
ard of quality, he should be given the opportunity 
of making such changes. 


6. The artist should notify the buyer of an an- 
ticipated delay in delivery. Should the artist fail 
to keep his contract through unreasonable delay 
in delivery, or non-conformance with agreed 
specifications, it should be considered a breach of 
contract by the artist and should release the buy- 
er from responsibility. 


7. Work stopped by a buyer after it has been 
started should be delivered immediately and 
billed on the basis of the time and effort ex- 
pended and expenses incurred. 


8. An artist should not be asked to work on 
speculation. However, work originating with the 
artist may be marketed on its merit. Such work 


remains the property of the artist unless paid for. 


8. Art contests except for educational or phil- 
anthropic purposes are not approved because of 
their speculative character. 


10. There should be no secret rebates, discounts, 


gifts or bonuses to buyers by the artist or his 
agent. 


11. If the purchase price of artwork is based 
specifically on limited use and later this material 
is used more extensively than originally planned, 
the artist is to receive adequate additional re- 
numeration. 


12. If comprehensives or other preliminary work 
are subsequently published as finished art, the 
price should be increased to the satisfaction of 
artist and buyer. 


13. If preliminary drawings or comprehensives 
are bought from an artist with the intention or 
possibility that another artist will be assigned to 
do the finished work, this should be made clear 
at the time of placing the order. 


14. The right of an artist to place his signature 
upon artwork is subject to agreement between 
artist and buyer. 


15. There should be no plagiarism of any crea- 
tive artwork. 


16. If an artist is specifically requested to pro- 
duce any artwork during unreasonable working 
hours, fair additional remuneration should be 
allowed. 


Relations Between Artist and Repre- 
sentative 


17. An artist entering into an agreement with 
an agent or studio for exclusive representation 
should not accept an order from, nor permit his 
work to be shown by any other agent or studio. 
Any agreement which is not intended to be ex- 
clusive should set forth in writing the exact re- 
strictions agreed upon between the two parties. 


18. All illustrative artwork or reproductions sub- 
mitted as samples to a buyer by artists’ agents 
or art studio representatives should bear the 


name of the artist or artists responsible for the 
creation. 


19. No agent or studio should continue to show 
the work of an artist as samples after the ter- 
mination of their association. 


20. After termination of an association between 
artists and agent, the agent should be entitled to 
a commission on work already under contract for 
a period of time not exceeding six months. 


21. Original artwork furnished to an agent or 
submitted to a prospective purchaser shall re- 
main the property of the artist and should be re- 
turned to him in good condition. 


22. Interpretation of this code shall be in the 
hands of the Joint Ethics Committee and is sub- 
ject to changes and additions at the discretion of 
the parent organizations. 





What About Animation? 


An expert answers your questions on the use of animation 


in television commercials, including how to work with a 
producer, how to determine your budget, and when ani- 


mation is most effective in telling your story. 


This exclusive interview with Adri- 
an Woolery, president of Playhouse 
Pictures, Hollywood, draws on his 
many years experience in anima- 
tion, including work at Walt Disney 
Studios, Columbia and UPA, in ad- 
dition to five years as head of his 
own studio, which has become one 
of the leading producers of anima- 
tion for television. 


A. The animated television com- 
mercial is potentially the most pow- 
erful of the advertising graphic 
arts. Basically it is an animated 
cartoon strip and has the same eye 
appeal and magnetism as its cousin, 
the newspaper comic strip. Its 
characters can create a permanent 
symbolic impression; it usually car- 
ries a minimum of copy; it has a 
proven retention value for a prod- 
uct. Four distinctive points were 
recently outlined by the Schwerin 
Research Corp.: (a) the animated 
commercial can illustrate a concept 
that is otherwise impossible or very 
difficult to explain. (b) Sales points 


can be used through association that 
otherwise might seem ridiculous if 
done literally. (c) Impressions on 
“live-action” commercials might 
appear unpleasant if presented lit- 
erally. (d) Certain points can be 
exaggerated in animation without 
loss of audience conviction. 


Q. What is the proportion of ani- 
mated commercials versus “live- 
action” today? 


A. Most of the figures published 
have been estimates. However, it 
seems generally agreed among 
agencies and producers that anima- 
tion accounts for about 25% of the 
total television commercial produc- 
tion. Out of the 10,000 film com- 
mercials reportedly produced in 
1956, this would mean about 2,500 
were animated. The animation in- 
dustry’s dollar volume last year 
was estimated at $8,750,000 by Ross 
Reports-Television Index. 


Q. Do you expect an 
in production during 1957? 


increase 


A, Its use is on the rise among ad- 
vertisers this year. If it continues 
there will be a slight increase in 
animated television commercials in 
1957. But I do not expect anima- 
tion to exceed one-third of the to- 
tal commercial production at any 


time in the foreseeable future. 


Q. Isn’t this because animation is 
too expensive? What is the cost of 
animation versus a similar length 
“live-action” commercial? 


A. Quality animation and quality 
“live-action” of comparable lengths 
are about equal in costs. The use of 
animation depends primarily on the 
product and the sales points to be 
made. I do not believe it is price 
that limits the use of more anima- 
tion as much as it is the determina- 
tion of which of the two media 
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achieve the most desirable end re- 
sult for the product being adver- 
tised. 

There is a range of prices that 
run from $3,000 per minute for a 
filmograph to $12,000 for a minute 
of full character animation. These 
prices are determined by technique, 
style and complexity of the anima- 
tion and sound track. When you 
compare the cost of animation with 
“live-action” of equal complexity 
and quality, I believe you will find 
them to be about the same. 


Q. Those prices might be all right 
for a regional or national adver- 
tiser but what about the one-mar- 
ket advertiser? Can he afford ani- 
mation? 


A. Of course it again depends on 
the product and its suitability. One 
automobile dealer in Los Angeles 
believes the cost is warranted. For 
instance, with an animated com- 
mercial he actually saves the cost of 
remote fees to his lot and the an- 
nouncer talent fees. In addition he 
has the important repeat value of 
an entertaining commercial that 
carries his message. 

Q. How does a producer figure the 
cost of animation for an advertiser? 
A, Animation is figured on a per 
foot basis rather than as a fixed to- 
tal figure. Depending on the type of 
animation, use of color, music, 
sound and voice tracks, prices will 
range from $40 per foot up. 


What are the decisions an ad- 
vertiser has to make before he 
even gets started? How can he tell if 
animation will be the best film medium 
for his product? 
A. Today it is becoming increasing- 
ly important to entertain while sell- 


ing on television, to achieve maxi- 
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Abstract... 

This whirling nucleus 
was used in a spot 
commercial for a 
regional gasoline. 


mum attention from an audience. 
Animation can help you do this. An 
advertiser should set aside a real- 
istic percentage of his total tele- 
vision time, talent and show budget, 
to cover the cost of producing the 
best possible commercial messages. 

Whether animation fits the needs 
for the message is best determined 
by the sales points. One way to de- 
cide is to establish a rank of 
precedence for the sales points you 
want to make. Then determine 
which technique seems better to 
put them across. 

Animation is particularly effec- 
tive in gaining interest; in product 
abstracts; in cartoon characters and 
trademarks; in exaggeration or fan- 
tasy; and in portraying musical 
jingles. 


@. Doesn’t the viewer become tired 
of the same commercial over and 
over again? How often should an 
advertiser change his animated 
commercials? 


A, It is true, in this age of mass 
impact heightened by television, 
that repetition often can produce 
negative and irritating effects. Gen- 
erally, animated commercials are 


Local Spot... 
Completely animated, 
this commercial was 
made for just one 
market. 


produced for a specific campaign 
or to run on a particular show or 
during a season, such as on dif- 
ferent sports programs throughout 
the year. For spot announcements, 
it is advisable to change at least 
every six months, unless of course 
the commercial is particularly out- 
standing, well received and remem- 
bered. Over-exposure can apply 
equally as well to television com- 
mercials as to television actors. 


Q. How does an advertiser select 
a producer? 


A, The first consideration should be 
the integrity of the company. Sec- 
ondly, the creative talent of the 
staff and the consistency of the 
company’s work in the medium. 
Thirdly, the producer should have 
advertising know-how and econom- 
ic stability. Past performance in 
the medium is also a fairly reliable 
yardstick. Most producers will be 
glad to furnish sample reels of their 
latest work, on request. 


Q. Do you feel the common prac- 
tice is to submit the animated com- 
mercials for bid and choose the 
animation studio with the lowest 
price? 


A, During the early days of tele- 
vision commercial buying, this was 
the practice to some extent. But to- 
day I believe an advertiser uses a 
more intelligent method of selection. 


A producer is selected on the 
basis of his skill and craftsmanship 
and his ability to do a conscientious 
and creative job for a particular 
client. Confidence has now been 
established between a number of 
agencies and responsible producers, 
who regularly turn out a quality 
commercial. Between them it is 
generally possible to negotiate a 
price to fit a budget. 

After all, the commercial is the 
most important part of an adver- 
tiser’s budget. It must match or 
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beat the standards of the show on 
which it is placed for peak effec- 
tiveness. 

Q. Are there 


animation? 


different styles of 


A. I suppose you could generally 
type each animation studio by style. 
Each studio is certainly distinctive 
if for no other reason than because 
its artists inherently prefer or are 
trained in a specific graphic art 
style. 

Perhaps the greatest distinction 
in studios today is evident in the 
kind of story ideas they create, i.e. 
humorous, cute, hi-style, etc. As for 
design, the largest advance is cur- 
rently being made in refinements 
of the contemporary style. Some re- 
fer to this trend as the avant garde 
approach. 

But if you want to classify ani- 
mation by styles, a special category 
should be established for Norman 
McLaren of the National Film 
Board in Canada, for his pioneering 
animation technique of blending 
color and sound to effect bizarre 
and exciting audio-visual effects. 


What is the best way of work- 
* ing with the producer? 


A. Usually through an advertising 
agency. Most agencies have com- 
petent research and creative de- 
partments to decide on the best 
use of animation. They also can 
tie in animation with an over-all 
campaign to achieve greater sales 
impact. And of course, they are 
familiar with television advertising 
and the techniques of competitive 
products. 


Q. Who is responsible for the crea- 
tion of the storyboard? Should an 
advertiser or agency ask the pro- 
ducer to create a storyboard? 


A, The creative and art depart- 
ments of an advertising agency 
sometimes create the storyboard 
and gain client approval before sub- 
mitting it to various producers for 
bid or to the producer of their 
choice for production. Most large 
producers have a creative staff 
whose responsibility it is to “plus” 
agency storyboards or to create 
original storyboards for agencies or 
advertisers, based on the _ sales 
points of their campaign. 

Both methods work satisfactorily. 
The choice usually depends on the 
type of commercial, the familiarity 
of the agency with the animated 
film medium, and the mutual trust 
and working relationship between 
a producer and an agency. In cases 
where a producer is asked to create 
a storyboard, a standard fee is 
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Animated Opening... 
This title animation 
won N.Y. Art 
Directors medal 

this year. 


charged whether or not the com- 
mercial is produced. 


Q. Does a client benefit by having 
a cartoon character developed for 
his commercials? 


A. Definitely! There are the added 
factors that the character can be 
used in newspapers, posters and in 
other media. The animated tele- 
vision commercial has made its 
greatest impact on the graphic arts 
field in this regard. Some adver- 
tisers have even incorporated their 
television characters into their 
packaging design. 

The producer is almost always 
requested to create a _ character 
model sheet, either for original or 
agency storyboards. These model 
sheets allow time and study for the 
agency and advertiser to assure 
they have a distinctive character 
and to make sure the character will 
not be offensive or obnoxious to 
his audience. It also helps to create 
a “personality” for the animators 
who are responsible for acting out 
the characters with their pencils. 


Q. What about copy? Should the 
advertiser or agency rigidly specify 
all the copy for a commercial? 


A, The nature of the animated film 
is such that it is embellished 
throughout its production from 
story concept to final animation, so 
that too rigid restrictions on story, 
action or sell can hamper the final 
creative product. 

It is most helpful for an agency 
or advertiser to carefully specify 
their sell points and explain the 
over-all campaign of which the 
commercial may be a part, so that 
even the animators know, for in- 
stance, which words in the sound- 
track to accent with action. By all 
means specify the copy, but that 
copy should be held to a minimum 
in animation. 

The current trend is toward sim- 
plicity and quality in animated 


commercials. They should not be 
cluttered with more than one main 
idea or theme in concept and de- 
sign. More than one “idea” tends 
to confuse the viewer and negates 
the sell factor. 

It’s the same concept as favoring 
a tastefully designed and spaced 
advertisement versus filling every 
inch of available space with copy. 
Remember, in the animated com- 
mercial, action and sound can por- 
tray important parts of your mes- 
sage. 


@. Who records the voice, music 
and sound effects tracks? Aren’t the 
fees for a well known announcer, 
character voices and musicians an 
expensive proposition in the pro- 
duction of an animated commercial? 


A. The recording of voice, music 
and sound effects is of course op- 
tional. They can be recorded by the 
agency or the producer. However, 
the producer should supervise this 
function, as he thinks in terms of 
the whole animated film, with which 
the recorded tracks must be syn- 
chronized. His director is familiar 
with those extra shades and em- 
phases of sound and music which 
can make the animated commercial 
more than just an average produc- 
tion. 

In animation it is a basic princi- 
ple to record the voice, music and 
sound effects tracks first. Then the 
animation is laid out according to 
the tracks. 

As for cost, the voice and music 
talent fees, even for well known 
artists, need not be a major cost 
of the production budget. The pro- 
ducer pays the recording session 
fee and the advertising agency pays 
the residuals in accordance with the 
Screen Actors Guild contract. 


Q. Some advertisers are currently 
using musical jingles on radio. Can 
an animated commercial be created 
using the jingles as a soundtrack? 
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A. By all means. But far too many 
of these commercials attempt to 
portray “realistic” figures rather 
than exploit the cartoon medium 
of exaggerated caricatures or ab- 
stracts. 

The important thing is regardless 
of style, the characters must fit the 
music track and vice-versa. Some 
very imaginative animated com- 
mercials have been created using 
a pre-recorded musical jingle with 
few limitations on the cartoon 
treatment. 


a What about color? With the 
advent of color’ television 
couldn't an advertiser save money by 


shooting his commercials in color now? 


A. The cost of producing animated 
commercials in color is about 25 
to 35% higher than in black and 
white. You could say the cost was 
justified if you were regularly 
sponsoring a color television pro- 
gram. But commercials made this 
year in anticipation of future color 
use are a gamble. Advertising cam- 
paigns and sales points are ever 
changing. 

Then again, the reproduction 
quality of your product’s colors in 
black and white may not be sharp- 
ly contrasted if made in color. 


Some colors used in present prod- 


uct packages are not compatible 
when filmed in color and shown in 
black and white. At the present 
time I can see no advantage in pro- 
ducing your commercials in color 
other than for a specific color pro- 
gram. 


Q. When an advertiser signs a con- 
tract for animated commercials 
with a producer, what does it in- 
clude? 


A. Most advertiser-producer con- 
tracts include story, production 
cost, talent session fee and one an- 
swer print. Additional prints are 
usually covered by separate orders. 


Q. What are the standard terms 
of payment for animated com- 
mercials? 


A, This varies with the standard 
payment terms of different agen- 
cies. Some producers request one- 
third on signing the contract; one- 
third upon completion of the work 
print and sound track; and one- 
third on delivery of the prints. 
Others prefer 50% on signing and 
one-fourth of the contract price 
after completing each of the last 
two stages. 


Q. How long does it take to pro- 
duce a quality 60 second, 20 second 
or ID animated commercial? What 
about a series? 


A. For a 60” commercial allow 
eight to ten weeks. For shorter 
lengths, from six to eight weeks is 
standard, depending on their com- 
plexity. For a series, count on a 
minimum of eight weeks for the 
first commercial, followed by a 
commercial every succeeding week. 


Q. What is meant by quality or 
full animation? 


A, Where the characters in a com- 
mercial are fully animated. They 
move, walk and talk in synchron- 
ization with the voice track, sound 
effects and music. Usually a de- 
tailed background is used in con- 
nection with the action, although 
the current trend has been toward 
simplicity in this regard. 


Q. What is meant by semi-anima- 
tion or stop-motion? Isn’t it cheap- 
er? 


A. The term semi-animation as it 
is applied here, means where only 
a portion of a character moves. His 
legs, arms or body slide along a 
background, with no attempt at 
synchronization with the sound or 
music. True, it is cheaper than full 
animation, but this inexpensive at- 
tempt at rhythm and rhyme often 


Animation Plus . . 
One of 40 in the 
series, this was 
combined with live 
action segments. 


does not describe the 
clearly. 

Stop-motion, used in this con- 
text, refers to shooting a character 
in a fixed position and skipping the 
sequence of animation or the “in- 
betweening” to another frame in a 
different pose. This is very jerky 
and distracting for the viewer. Ac- 
tually an animation camera in tech- 
nical terms, it is called a stop-mo- 
tion camera to distinguish it from 
a live-action camera. 


message 


Q. What are the steps in making 
an animated commercial? What 
does the producer do first? 


A, The planning and even actual 
production of animated commer- 
cials is the most complex, the least 
understood type of television com- 
mercials. However, the production 
of an animated commercial follows 
a general pattern. 

Briefly, the producer, after de- 
termining what the client desires 
to say about his product, draws up 
a storyboard which visualizes the 
film continuity and relates it to the 
suggested dialog. Upon  accept- 
ance of the storyboard, sound, 
music and voice tracks are recorded 
and the artwork begins. 

Sometimes pencil test reels are 
prepared for interlock screening 
with the sound track. In other in- 
stances, interlock takes place only 
after all “dailies’—scenes shot 
daily by the animation camera— 
are complete. In both instances, a 
review period is afforded the agen- 
cy or advertiser, before a final com- 
posite print is made. 


Q. Abstracts were mentioned as a 
type of animation. What are some 
of their uses? 


A. First of all the product must fit 
the abstract approach or be nec- 
essarily geared to the over-all cam- 
paign. Symbols or contemporary 
designs are readily adaptable for 
abstract commercials. 

For spot commercials, symbols 
used in the over-all campaign or 
inherent in the brand or trade 
name of a product can be success- 
fully exploited. Abstracts are also 
effective show openers. Both the 
Groucho Marx “You Bet Your Life,” 
and “Your Hit Parade” show open- 
ings are excellent types of abstracts 
used in this manner. 


Q. What do you see ahead for the 
animation industry? Can it continue 
to develop new techniques, styles 


and uses? Isn’t it becoming “old- 
hat?” 


A. Animation will never become 
“old-hat”! Good creative talent can 
never be fully satisfied with work 
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already completed. Because there 
is no limit to creative imagination, 
there can be no limit to progressive 
styles, techniques and new ideas. 
The animation producers must al- 
ways maintain a practical attitude 
toward creativeness, but equally 
important, industry must also prac- 
tice progressive thinking when buy- 
ing our product. 44 


Singing Shoe Campaign 
Stars Marion Marlowe 


A new series of singing tv com- 
mercials for men’s shoes will fea- 
ture Marion Marlowe, nationally 
known tv and radio singer. 

Sponsored by City Club shoes, 
Peters Division of International 
Shoe Co., St. Louis, the series will 
feature the “3-Pair Wardrobe” idea 
for men’s shoe apparel. 

The musical jingles, featuring 
Miss Marlowe, were created by Bill 
Walker, composer of the Marlboro 
cigarette theme song. Each jingle is 
one minute and 20 seconds long. 
They will be available to City Club 
dealers starting September 9. 4¢ 


1957 Football Handbook 
Aids Chairside Coaches 


Thanks to a 36-page College 
Football TV Handbook distributed 
by the Libbey-Owens-Ford Glass 
Co., Toledo, O., the stay-at-home, 
chairside coaches for this season’s 
football games will enjoy all the 
benefits of “on-hand” viewing. 

An official program to keep be- 
side the television set during the 
entire football season, the handbook 
includes synopses of the games, key 
plays and players, complete rosters 
for all teams, conference standings 
plus other vital pro statistics. 

Prepared by the Masthead Corp., 
New York, for Libbey-Owens-Ford 
Co., the booklet is distributed to the 
public through L-O-F Glass and 
Glass Fiber Distributors and Gen- 
eral Motors car dealers. 44 





Making a Techni 


Movie for the 


What happens when a technical photographic department 


is assigned the task of making a movie on a 


technical subject for general distribution. 


By Donald G. Hanson 

Manager, Photography Department 
Collins Radio Co. 

Cedar Rapids, la. 


The Collins Radio Co. has put 
motion pictures to work to help 
broaden public acceptance of ra- 
dio-directed all-weather flight. 

This long-range objective is re- 
lated to use of the Collins Integrat- 
ed Flight System by a number of 
leading airlines, as well as execu- 
tive and military aircraft opera- 
tors. The intent is to help users of 
the system increase their revenue 
from all-weather flight by educat- 
ing the public as to the safe and 
sound nature of radio navigation 
by commercial aircraft. 


> The vehicle designed to achieve 
this goal is a full-color 16mm sound 
film, “Highway in the Sky.” The 
heart of the movie is a non-techni- 
cal explanation of the Integrated 
Flight System, which replaces in- 
dications from a number of instru- 
ments with complete aircraft atti- 
tude, position and steering informa- 
tion on two easily-readable instru- 
ments. These help reduce the hu- 
man fallibility factor in all-weather 
flying by providing a pictorial rep- 
resentation of the plane’s situation 
to replace what formerly had to be 


purely a mental image. Errors in 
heading or attitude are indicated 
instantly; corrections necessary are 
shown and when made, are con- 
fined by the system. The precision 
and reliability of the system re- 
lieves pilot pressure while navigat- 
ing and landing, particularly in bad 
weather. 

Primarily, the film is intended 
for showings to men’s service clubs 
such as Kiwanis, Rotary and Lions, 
other groups and on television. It 
is an entertaining and instructive 
presentation about all-weather 
flight, definitely not a “hard-sell” 
pitch for the Collins system. The 
motion picture was chosen by man- 
agement as the medium to bring 
this message to the public because 
of the great personal impact it 
has on the viewer. 


>» “Highway in the Sky” was filmed 
by the Motion Picture Section of 
Collins’ Photography Department. 
Normally, the section functions as 
an engineering recording unit which 
registers data and makes report 
films. In this case, however, its du- 
ties were expanded to include the 
non-technical production of a 15- 
minute film for the layman. It was 
felt the unit would be able to make 
maximum use of its background 
and the versatility of motion pic- 


Typical Animation . . . (right) Sequences 
like these were used to show glide paths, 
localizer beams and omni-range signals 
used in Integrated Flight System. 


Animator at Work .. . (left) Fred 
Schlesselman, head of Collins art depart- 
ment, did all the animation drawings. 
Note the double peg board. 
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Up in the Air... 
Bill King uses a 
Mitchell from the 
hold of a Capital 
Cargoliner to shoot 
the flight of a 
Viscount. 


tures to overcome the difficulties 
inherent in demonstrating the 
workings of a system of invisible 
radio beams. 

Collins produced the film with 
the co-operation of Capital Air- 
lines, which employs the Integrated 
Flight System in its turbo-prop 
Viscount aircraft. The airline com- 
pany’s assistance made it possible 
to get the film into production even 
before the turbo-prop Viscounts 
were in official use in this country. 
Capital also has undertaken to as- 
sist in distribution of the film’s 32 
prints. 


> Since “Highway in the Sky” was 
to be a strictly non-technical film, 
one of our objectives from the out- 
set was to relate the explanation 
of how a modern airliner homes-in 
on radio signals from a customer’s- 
eye-view. To achieve this, airport, 
cabin interior scenes and flight 
footage were woven in with the 
basic explanatory footage. Through- 
out, however, we had in mind the 
principle that this was to be a dig- 
nified documentary without an ex- 
traneous story line. We felt we had 
an interesting story to tell without 
much window-dressing and we 
wanted to be careful to avoid ir- 
relevancy while brightening up the 
film. 

With this in mind, production 
fell naturally into three areas: 


® Color and continuity 


® An explanation of the Integrated 
Flight System 


® The actual aerial photography. 


For shooting, William King, head 
of the section and its cameraman, 
chose Commercial Kodachrome film. 
This film was used because of its 
low contrast, fine grain character- 
istics, and for its accuracy of re- 
production in printing. All told, we 
shot approximately 3,000’ of film 
during the production to obtain the 


540’ which run for 14 minutes and 
50 seconds in the finished movie. 


> The script of “Highway in the 
Sky,” written by a University of 
Iowa faculty member, first presents 
the problems of “blind flying,” then 
spells out for the layman the so- 
lutions to those problems. The 
opening shot, of a drizzly and pud- 
dle-spattered National Airport at 
Washington, sets the foul-weather 
flying theme which runs through- 
out the picture. This is contrasted 
with the relaxed attitude of the 
passengers within the Viscount, the 
“star” of the film. 

The interior shots were made in 
a mock-up of a Viscount cabin sec- 
tion set up in a Cedar Rapids 
hangar. It had been shipped to Col- 
lins’ by Capital, complete with pil- 
lows, blankets and a_ stewardess’ 
uniform. These continuity and hu- 
man interest sequences in the 
mock-up were completed in one 
evening, with a sky backdrop hung 
behind the cabin section. 


>» Extensive use was made of ani- 
mation to offer a clear and simple 
explanation of how the Integrated 
Flight System functions. In many 
cases, actual flight photography 
was overlaid with an animated 
image, depicting the relation of the 
aircraft to glideslope and localizer 
beams as indicated on the IFS in- 
struments. Both the Approach Hor- 
izon and Course Indicator—the two 
IFS instruments—are shown as 
units. 

But first the purpose of each of 
their components is’ explained 
through narration and animation, 
so that the audience gains an un- 
derstanding of the functions of 
glideslope pointer, steering needle, 
pitch bar and the miniature air- 
plane figure etched into the instru- 
ment glass. Animation was deemed 
valuable in explaining the system 
and composed nearly a fifth of the 





Production Team .. . 
Producer Vernon 
Perry, Writer Harry 
Crosby and Director 
Don Hanson were 
responsible for the 
picture. 


film. Shots of the pilot in action, 
made while the Viscount was sit- 
ting in a National Airport Hangar, 
and a brief instrument production 
sequence in the dust-free Collins 
“white room” supplement the ex- 
planatory animation. 


> Most of the third area of pro- 
duction—the aerial photography— 
was completed in one afternoon’s 
flying over Virginia. The airline 
placed a Viscount, in which a pilot 
was being trained, and a Capital 
Cargoliner at our disposal. Shoot- 
ing from the hold of the Cargoliner, 
we put the Viscount on film from 
all angles. 

This sequence, like the studio 
work and 90% of all the footage 
we took, was shot with a Mitchell 
16mm camera. The most dramatic 
sequence, however, was shot from 
the crowded confines of the Vis- 
count pilot’s cabin with a Cine-Ko- 
dak Special II Camera. This se- 
quence records an actual foul- 
weather landing by instruments 
and is employed as a climax to the 
film. 

The main problem in obtaining 
this and the other outdoor shots 
was to wait out the weather to ob- 
tain the proper marginal conditions 
which would demonstrate bad-fly- 
ing weather but still be suitable 
photographically. 


>» Editing and narration merged all 
the components into a film which 
pictures a Viscount on a typical 
instrument flight and follows it 
through to the climactic landing, 
explaining each step of the pilot- 
ing operation as it occurs. The nar- 
ration is paced slowly and calmly, 
in a treatment designed to create 
confidence in the procedure. 

We feel that viewers of the film 
can’t help but get the impression 
that instrument-controlled flight is 


= 


a perfectly normal and uneventful 

occurence in modern aviation. 
Collins believes that by eliciting 
this response every time it is shown 
to a club, fraternal organization and 
civic or social group, “Highway in 
the Sky” is helping to establish a 
public consciousness favorably in- 
clined toward the mutual efforts 
of the aviation and electronics in- 
dustries. This is being achieved 
with a film that was completed for 
some $300 less than its under- 
$10,000 budget, and already has had 
a wide distribution which includes 
a premier showing over a Cedar 
Rapids television station. The re- 
sponse to the film has been so fa- 
vorable that a schedule of other 
promotional films is being drawn 
up for the Motion Picture Section. 
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From See fo Sell 


Sales-Training Plans 
Offered New Films 


Visual aid in the matter of sales- 
training is a simple matter with the 
variety of sales films that seem to 
be released fairly regularly. Among 
the unusual ones recently noted by 
AR editors are the following: 


Ad Specialty 
Sales Films 


Plans for a five- 
film series for ad- 
vertising specialty 
salesmen have been announced by 
the Advertising Specialty National 
Association at its Chicago meeting. 

Already completed, the first film 
covers the indoctrination of a new 
salesman to the specialty field and 
points out the basic importance of 
ad specialties in helping the sale of 
other products. 

The following four films will deal 


. - continued on page 80 








How To Get Things Done 
Better And Faster 
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BOARDMASTER VISUAL CONTROL 


* Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 

* Simple to operate — Type or Write on 
Cards, Snap in Grooves 

% Ideal for Production, Traffic, 
Scheduling, Sales, Etc. 


*% Made of Metal Compact and Attractive. 
Over 200,000 in Use 


Full price s4g°° with cards 
FREE 24-PAGE BOOKLET NO. R-500 
Without Obligation 
aseteneneneeieaenenenll 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd St. © New York 36, N. Y. 


Inventory, 


SAME DAY 


slide 


SERVICE! 


on all types 
including color! 


ADMASTER is New York's top 
resource for any and all types 
of slide preparation work. For 
every type projector black- 
and-white or color... one-of-o- 
kind or large runs. Put Ad- 
master’s “know-how” to work 
for you .. . no charge or obliga- 
tion for technical assistance 


FREE BOOKLET containing 
price lists, ideas and how-to-do- 
it information on more than 200 
photostatic, photographic and 
slide services available at Ad- 
master. Write or call 


Admaster 


PRINTS INC 
1168 6th Ave., N.Y. @ JUdson 2-1396 
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GRAPHIC CALCULATORS show how to use 
your product, solve problems, etc. Model 
above calculates weight per 1,000 pieces 
for any given size of 8 various alloys. For 
a sample check box (1) in coupon. 


November 1957 


GRAPHIC SELECTORS help users to choose 
your product. Model above organizes buy- 
ing data .. . gives 13 vital facts about each 
of 19 product models. Mark box (2) in cou- 
pon for free sample. 


GRAPHIC DEMONSTRATORS visualize why 
your product is best. Model above drama- 
tizes working principle of a complicated 
metering device. For working sample check 
box (3) at right. 


























és 78580 





.. Could one of these (3) questions 
be holding back your sales’? 





Now! Present product data swiftly, surely, dramatically 


@ 
with a custom-designed tile CALCULATOR 


How To UsE IT... How TO CHOOSE IT...WHY IT’S BEST. 
Consider carefully. Would your product or service sell 
faster if users could dial the answers to one or more of 
these 3 vital questions? 

If so, you ought to return the coupon below for full 
data on GRAPHIC Calculators. You’ll receive our FREE 
brochure, ““A New Force to Allure New Business”. 


Grapuic Calculators — what they do 

A Grapuic Calculator focuses attention on the data 
needed to buy or use your product. You just set a 
slide or twist a dial, and presto . . . pertinent facts 
about your product are presented swiftly, surely, dra- 
matically! With a single easy operation, for example, 
a GRAPHIC Sales Aid can: 

Show how to USE your product .. . by providing 

quick, easy answers to complicated engineering 

problems, etc. [See panel (1) below. ] 

Help users CHOOSE your product .. . by quickly 

supplying sizes, styles, models and other specifi- 

cations. [See panel (2) below. ] 

Demonstrate why your product is BEST... by dram- 

atizing key advantages. [See panel (3) below.] 
Colorfully printed on vinylite plastic or special paper- 








is: 


GRAPHIC CALCULATOR COMPANY, Dept. A 
633 Plymouth Court, Chicago 5, Illinois 

Jj Without cost or obligation, please send your idea-packed brochure, “A New 

Force to Allure New Business” . . 

Calculators used in our field. The principal problem(s) concerning our product 

[] 1. How to use it [] 2. How to choose it 

[) 4. Also send folder on stock GRAPHIC items for general use. 





board, a GRAPHIC Sales Aid can vitalize your entire 
sales program. The participation it arouses among 
prospects, customers and salesmen is unequalled. And 
remember: GRAPHIC tools are custom-designed for 
your product alone. You own the copyright. 


All you supply is the problem! 

A Grapuic Calculator is yours so readily, too. All you 
supply is the problem — GRAPHIC’s own engineers, 
designers and artists do the rest. Sample designs and 
estimates are submitted promptly, without obligation. 

The cost? Surprisingly low. Users say their GRAPHIC 
tools have been real money-savers . . . replacing vol- 
umes of costly printed matter . . . and doing a far 
better job in the bargain! 


Send for FREE samples, case studies 
Why not learn now what a Grapuic Calculator can 
do for you? Send the coupon below. By return mail, 
you'll receive our idea-packed folder, ““A New Force 
to Allure New Business,” along with working samples 
of Calculators used in your own field. 


Important: For “rush” requirements, please wire or 
phone collect (WAbash 2-6863, Chicago). A repre- 
sentative will be in touch with you immediately. 


GRAPHIC 
CALCULATOR CO. 
633 Plymouth Court, Chicago 5, Illinois 


Representatives in Principal Cities 


SEND TODAY 


. along with actual samples of GRAPHIC 


(] 3. Why it’s best 


Name anne Sila PO a seiatichehaieaaciateacaadiemiciiass 
Stock GRAPHIC devices end monotonous routine figuring on 
. . a ati iia 
many everyday tasks. Items include famous GRAPHIC Profit- 
Finder, easy-to-use Percentage-Calculator, handy Proportion- & Address_ _ i. 
Dial, Photo-Engraving Price-Estimator, etc. Check box (4) in 
coupon for illustrated bulletin, prices. 5 City es Zone___ State 
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with actual sales procedures and 
ideas for the use of advertising spe- 
cialty items and calendars in spe- 
cific fields of business for particular 
purposes. 

Additional details are available 
from ASNA_ executive director 
Ralph Thomas, 1145 19th St. N.W., 
Washington. 


American Selling American sales 
Goes Abroad techniques are now 

available to sales- 
men in foreign countries with the 
release of a half-hour sales-training 
film from Dartnell Corp., that offers 
a variety of foreign-language sound 
tracks. 

Entitled “Overcoming Objec- 
tions,” the film is available in Span- 
ish, Swedish, Norwegian, and 
French versions, as well as English, 
and features the nationally known 
sales-training team of Borden and 
Busse. 

In addition to the “Overcoming 
Objections” film, Dartnell is also 
releasing one entitled “Closing the 
Sale” with foreign sound tracks, and 
a series of sales-training booklets in 
a variety of languages. 

Additional information is avail- 
able from the film section of Dart- 
nell, 4660 Ravenswood Ave., Chi- 
cago 40. 44 


Mr. Chairman... 


Lightweight Versatility 
Seen in Speaker’s Aids 


Easy to carry, and extremely 
adaptable in use, the newer innova- 
tions for a speaker should certainly 
simplify his life, if not shorten his 
speeches. Two excellent examples of 
lightweight versatility in this line 
are listed below. 


Five-Way 
Easel 


An illustrated fold- 
er from Arlington 
Aluminum Co.,De- 
troit, shows specific uses to which 
its new five-way presentation easel 
can be put. 

This aluminum easel is rigid when 
set up but folds down to 29x40x2” 
with no screws or bolts to get lost 
during its transportation. 

It is. 72” high with a 29x40” 
presentation board. Among the uses 
cited by Arlington for the easel are 
included: 

@ Blackboard chalktalks 
e Flip chart presentation 
@ Card chart speeches 

© Poster displays 

According to the pamphlet, the 
change-over from one type of 
presentation to another can be ac- 
complished in seconds right in front 
of the audience. 


- « « for more details circle 610, page 113 
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Works Five Ways . . . This easel can be 
used for paper pads, blackboard, card 
charts, flip charts and to hold a poster. 
Folds flat for carrying. 


Portable 
“Speak-easy”’ 


With the mislead- 
ing name of 
“Speakeasy,” this 
lightweight, all-aluminum device 
from the George Reuter Organiza- 
tion Inc., Chicago, was obviously 
designed to pal around with a mike 
instead of a bar since it provides a 
complete speaker’s lectern adapta- 
ble for any type of public address 
setup. 

A double-page platform surface, 
measuring 19x13”, is flanged at both 
sides and bottom and does a very 
creditable job of preventing the 
speaker’s pages or notes escaping 
from the stand to the floor. The 
platform is adjustable in height for 
easier vision and swings in a 360 
degree arc. 

List price of the Speakeasy is 
$19.95, and a matching “clip-on” 
light is available. 

Information is available. 


- . for more details circle 611, page 113 


Permafilm Protection 
Described in Paper 


Information on a new preparation 
developed for the protection of 
photographic negatives, color slides 
and motion picture film is available 
from Permafilm Inc., New York. 

A chemical preparation that con- 
tains no lacquer, formaldehyde or 
wax, the Permafilm processing is an 
impregnation of the emulsion rather 
than a surface treatment which can 
be washed off with carbon tetra- 
chloride. 

Among the advantages offered to 


users of Permafilm are protection 
against: 


Scratches 
Brittleness 
Finger Marks 
Dust and Dirt 
Color Fading 


According to the company, the 
application of Permafilm also en- 
ables users to keep film in good 
condition without the necessity of 
storing it in moisture-controlled 
containers. 


- « « for more details circle 612, page 113 


Literature From Pentron 
Lists Accessory Line 


Details on a new accessory group 
for Pentron LP Magazine Repeater 
are available in literature from 
Special Products Division, the Pen- 
tron Corp., Chicago. 

Accessories to the LP Magazine 
Repeater include: 

e A rubber switch mat 
@ Push-button remote starter with 

9’ cord 
@ Photo-cell activator 

source 
@ Tape-splicing kit 
© Empty magazine with capacity 

up to 550’. 

In addition to the accessory line, 
the literature shows the four dif- 
ferent models of LP Magazine Re- 
peaters available in the Pentron 
line. 


with light 


+ « + for more details circle 613, page 113 


Colburn Outlines Service 
In illustrated Brochure 


A brochure detailing the com- 
pany’s facilities for commercial film 
production is available from the 
Geo. W. Colburn Laboratory, Chi- 
cago. 

Entitled Your Key to Quality 
Film Services, the photographically 
illustrated brochure outlines Col- 
burn’s 16mm facilities, production 
services, slide & filmstrip depart- 
ment, animation and title work, plus 
the company’s facilities. 


- « + for more details circle 614, page 113 


McDivit’s in charge of the shooting 
scripts! 





Want to increase the pulling power of your letters? 
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Making an Effective 
Direct Mail Package 


Then watch these nine key elements. 


‘ 


Highlight of the 1957 DMAA conven- 
tion in Washington was The College 
of Direct Mail Knowledge, with 17 dif- 
ferent classes on everything from basic 
rules of copywriting to the legal and 
moral restrictions in the use of the 
mails. Outstanding session of the “Col- 
lege” was the class in “Direct Mail 
Psychology” taught by William Baring- 
Gould of Time Inc. In 1-2-3 fashion, 
Professor Baring-Gould discussed each 
element of the typical direct mail 
“package.” His “lecture” is reprinted 
here in full because it is one of the 
most concise, yet detailed, reference 
pieces ever prepared on the subject of 
direct mail advertising. For the experi- 
enced direct mail adman, it offers an 
important review of fundamentals with 
some cogent thoughts on the effective- 
ness of various techniques. For the be- 
ginner, this is one of the best intro- 
ductions to the subject of direct mail 
production ever written. 


By William Baring-Gould 
Time Inc. 
New York 


How your typist sets up a letter 
is important. Her object, of course, 
should be to make your copy look 
like what we hope it is—both in- 


teresting to read and easy to read. 
At least nine elements or devices 

in a letter can affect its appearance 

and consequently its resultfulnes: 


1. Datelines . . . Many letters, for 
example, carry no dateline. Often 
there’s a good reason why they 
don’t. Maybe the letter is to be pro- 
duced in quantity for use over an 
extended period. Yet most of us, 
when we write a personal letter, 
write the date in the upper right- 
hand corner of the first page. 
Since all of us want our direct 
mail to look as personal as possi- 
ble—even though it may be going 
to hundreds of thousands of people 
—let’s personalize it a little if we 
can, at no extra cost whatsoever, 
by using a dateline. Maybe we can 
make the dateline work for us. Ex- 
ample: September 1957—the year 
in which the Warple Co. celebrates 
its Golden Anniversary as Your 
City’s favorite department store. 


2. Margins . . . Keep those at top, 
bottom and sides as generous as you 
can. Frame your copy as an artist 
frames a picture. Remember: that 
white space may be too precious for 
words. 


3. The Salutation ...A third ele- 
ment that affects the appearance 
of a letter is the salutation. 


There are four major ways of 
handling the salutation: 


@e You can pay for a full fill-in: 
Mr. John J. Jones, 444 East 44th 
Street, New York 14, New York; 
Dear Mr. Jones: 


® You can pay for a one-line fill- 
in, which skips the first three lines 
of the full fill-in and starts simply: 
Dear Mr. Jones: 


@e You can save some money and 
start all your letters Dear Reader: 
or Dear Sir: or Dear Customer: or 
Dear Friend: or Reverend Sir:—as 
we did in a letter to clergymen. 


@ You can write a letter that starts 
out with a caption or headline. 
Maybe you'll want to go right from 
your headline into your letter copy. 
Or maybe you'll want to include a 
Dear Something: 


I have never heard of a test 
where a full fill-in paid off in a 
letter calculated to get orders or 
inquiries (but I’m sure somebody’s 
made one). A one-line fill-in, on 
the other hand, sometimes justifies 
its extra expense. If you have a 
quality item which sells at a high 
price, it might pay you to test a 
one-line fill-in. 

Most often, however, your choice 
is between a “Dear Reader” type 
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of salutation and a headline. 

A spokesman for the headline 
school of thought puts it this way: 
“A headline is a vital necessity for 
attention value. If you don’t get at- 
tention you don’t get readers. 
Newspaper editors have yet to find 
a better substitute for a headline. 
Other approaches may prove suc- 
cessful from time to time, but I 
venture the guess that they are 
either flashes in the pan or have 
not been honestly or intelligently 
tested by comparison. Until human 
habits themselves change, I'll stick 
along with the method that has 
proved so consistently successful 
since the day the postage stamp 
was first used.” 

The “Dear Reader” school of 
thought answers that by saying: 
“A headline de-personalizes a let- 
ter, and personalization is essential. 
Newspaper editors may not have 
found a better substitute for a 
headline, but the writer of direct 
mail is not writing a newspaper 
story. He’s writing a letter. And it’s 
plain not true that headlines are 
consistently successful—many users 
of the mail find that they consist- 
ently get better results when they 
use the ‘Dear Reader’ salutation in- 
stead of a headline. 

The best advice I can give you 
here is this: Try both a headline 


and a Dear Something salutation 
on each piece of copy you write. 
Let your common sense be the 
judge. If you’re in real doubt, test. 


4. Paragraphing . . . Some mailers 
like the hanging paragraph. Some 
like to run their copy square or 
flush with the left-hand margin. 
Others like to indent five to ten 
spaces, as we do here. It’s largely 
a matter of personal preference; 
certainly I've never seen any tests 
that prove one style better than 
another. The one big thing to re- 
member about paragraphing is 
this: keep your paragraphs short 
—it makes your letter look cleaner, 
opener, easier reading. 

Many lettermen, when they come 
to a particularly important para- 
graph in a letter, will indent the 
whole paragraph to the left, or in- 
dent it left and right, to set it off 
from the rest of the copy. We often 
do this with rate paragraphs. 


5S. Underlining . . . like indenting 
paragraphs, enables the mailer to 
put extra emphasis on key words 
or phrases. The more this device 
is used in a letter, the less effective 
it becomes. 


6. Asterisks . . . In a long letter— 
a two- or three-page letter—you'll 


ayant 


awe?? 


aX 
¥ 


TE YOU INSIDE 


eo) 1 Na 
DIRECT MAIL RETURNS 


You’ve got to get the prospect INSIDE to 

get your message OUT. Tension’s Display Window 

Envelope beckons your prospect inside into your sales story. 

Frame a “teaser” portion of the enclosure with a die-cut display 

window. Utilize color from the sales material (appearing through 

the display window) to create interest, bring action and increase 

returns. Tension’s manufacturing skill assures “perimeter sealing” 

of the window patch for smooth, snag-free inserting. Display windows 
can be die cut in almost any shape —in any position. 


FREE SAMPLES! Get the whole wonderful story of Tension Display 
Window Envelopes, including typical samples. Write now to: 


TENSION ENVELOPE CORPORATION 


Kansas City 8, Missouri 


815 East 19th St 


322 
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NEW YORK 36, N.Y. 
ST. LOUIS 10, MO. 
KANSAS CITY 8, MO. 
FT, WORTH 12, TEXAS 

MINNEAPOLIS 1, MINN. 

OES MOINES 14, IOWA 


probably come to a place where you 
want to change the mood or the 
subject or the tone of voice. You 
can signal the reader that you’re 
going to do just that by breaking 
the copy at that point and inserting 
a few asterisks. 


7. Color . . . Many mailers use a 
second color—red, for example—to 
point up headlines or sub-heads or 
key paragraphs in letters. Others 
hold that this tends to cheapen a 
letter and destroy the effect of per- 
sonalization. It’s a question of: Do 
I gain more than I lose? And it’s a 
question every mailer has to an- 
swer for himself. 


8. Type . . . Here’s a tip some of 
you may find helpful: You prob- 
ably know that typewriter type 
comes in a variety of sizes and 
styles. Pica type, for example, is 
bigger and more legible than Elite. 
If your letters are slanted to an 
older audience, you might find that 
you could increase returns by using 
the easier-to-read type-face, Pica. 


9. Signature . . . Now we come to 
the signature. In a volume mailing, 
where the signature is reproduced 
by a line cut, many mailers will 
run that cut in black to save the 
cost of an extra color, say a blue 
that gives the impression that the 
letter was signed with a fountain 
pen. It seems to me that running 
the signature in black is a false 
economy—one that destroys any 
atmosphere of personalization that 
the rest of the letter may have built 
up. The cost of running the signa- 
ture in blue is comparatively small 
—and it does a great deal to per- 
sonalize a direct mail letter. 

There is another advantage to 
running the signature in blue ink 
—at no extra cost you can “squig- 
gle” important paragraphs—circle 
them or run_ hand-drawn lines 
lines down the sides. You can even 
misspell a word in your black plate 
and “correct” it on the blue-plate— 


1 said, do it over, | don’t like it. 





NEW Subscription Order Form 


Please enter immediately my subscription to 


Advertising Requirements 


for CJ 3 years (36 issues) at $6 No extra postage for Canada or Pan Amer- 
J 1 year (12 issues) at $3 ica. Add $2 a year for foreign postage. 


[| Payment enclosed [| Billmy firm [| Bill me 


Name __ Title 


Firm 
[] Home, or 
[] Firm Address _ 


ee 0. 


Nature of Business 





FIRST CLASS 


Permit Ne. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, HKLLINOIS 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 


200 EAST ILLINOIS STREET 





SUPERTUFF is also a perfect 
stock for catalog covers, sales 
manuals, spec-sheet binders, menus, 
point-of-sale die cuts, and self-mailers. 
Takes 4-color process, high gloss 
and metallic inks, varnish, 

lacquers and lamination. 


WRITE for portfolio containing 
samples of annual report covers and other 


attractive pieces printed on Supertuff. 


the APPLETON COATED 
PAPER CO. srtctox' wisconsn 





NATURAL COLOR 
POSTCARDS 


MADE ONLY BY COLOURPICTURE 


AT NEW LOW PRICES!! 


Plastichrome®, winner of the Lithographers 
National Assoc. Award for 3 straight yeors, is 
unequalled for quality, ‘‘true-to-life’’ color and 
they're bocked by the foremost manufacturer of 
postcards in the world. They offer unlimited 
possibilities for product promotion and mer- 
chandising of your advertising compaign. A 
must for decler promotions. Made from trans- 
parencies — COST LESS THAN Ic EACH. 


Also available are jumbo size 
self mailers, king size cards, 
brochures, and broadsides. All 
in beautiful natural color. 
Use genuine Plastichrome® 
postcards — made only by 
Colourpicture. 

Remember, there is no card 
**just as good’ as Plastichrome. 


Write for complete information, 
samples and new low price list. 


COLOURPICTURE PUBLISHERS, INC. 


392 NEWBURY ST., BOSTON 15, MASSACHUSETTS 
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draw a line through it and spell it 
correctly. If you are using a blue 
plate for the signature you can also 
run a P'S. in facsimile handwriting. 


> Now a word about printing a let- 
ter on both sides of a single sheet, 
instead of using two sheets of pa- 
per. Of course, it costs half as much 
in paper to print on both sides of 
a single sheet—and many mailers 
have found that they get as good 
or just about as good returns when 
they print letters on both sides. Of 
course, if you have a product of 
high quality to sell, you should use 
paper of high quality and print two 
sheets rather than back-print one. 


>» We come now to the letterhead. 

The first thing to remember here 
is that it costs no more to print a 
good design than it does a poor one. 
Simplicity of design is important in 
many operations—in selling a mag- 
azine of business like Fortune, for 
example, or a news-letter service, 
or in fund-raising work. Particular- 
ly in writing about a charitable 
cause, it’s a mistake to give the im- 
pression of spending too much 
money on printing. But a simple 
letterhead can still be a _ dis- 
tinguished letterhead—striking and 
beautiful in its very simplicity. On 
the other hand, your product or 
company or market may require 
that you produce an atmosphere of 
richness. This gives you a chance 
to use engraved letterheads, expen- 
sive papers. 

There are three sizes of letter- 
heads commonly used by direct 
mail advertisers: 


1. The first is called Monarch. It’s 
742” wide by 11” high. It goes in an 
envelope 8” wide by 3%” high. 


2. Then there’s the 84x11” sheet 
—the most commonly used of all. 
It goes in an envelope 87%” wide by 
3%” high—commonly called a #9 


3. Third, there’s the Baronial let- 
terhead—a flexible size, generally 
square. Of course, this size calls for 
special envelopes. 


There are also jumbo letterheads 
and miniature sizes. There are also 
all kinds of trick letterheads—die- 
cuts, pop-ups and tip-ons and spe- 
cial folds. 

Here’s the point to remember: If 
you write to the same list of peo- 
ple very often, it’s good to vary 
every element in your mailing—in- 
cluding the size of the letterhead. 
If the first letter to a given group 
is an 8%xl1l” in a #9 envelope, 
send the second letter Monarch. 
Then switch to Baronial. Then go 
back to your #9. 


Next month... 


another important lecture from 
The College of Direct Mail 
Knowledge 


Another important session at the 
1957 DMAA convention was con- 
ducted by Francis Andrews, presi- 
dent of American Mail Advertising, 
Boston. Mr. Andrews presented a 
detailed cost analysis on the han- 
dling of direct mail mechanics in- 
ternally vs. using external service 
organizations. This talk will be 
published in the December AR as 
another in the continuing series, 
“Crossroads for Captive Plants.” 
Don’t miss “Can You Afford to 
Run Your Own Lettershop” next 
month in AR. 


> And this is probably as good a 
place as any to remind you that all 
direct mail letters don’t have to go 
out on the usual piece of writing 
paper. We used note-book paper for 
a mailing to high school students. 

I also recall that one of Life 
Camps’ most successful efforts was 
a piece of roofing paper that smelled 
powerfully of tar. Written across 
it was the message: “Won't you 
please help us rescue one more 
youngster from the ..eat of the dirty 
asphalt streets where he must play 
all summer long—unless your check 
arrives soon to help us send him 
to the cool green country of Life 
Camps.” 


> The trend in direct mail today is 
toward using four-color letterheads 
—especially among magazine pub- 
lishers, who like to sample the con- 
tents of a magazine on the letter- 
head, and often have some color- 
ful contents to sample. 

This is not to say that you can- 
not get some very pleasing effects 
using a single color on white stock 
. .. or a single color on colored 
stocks. If your budget permits, you 
can also get a great deal of excite- 
ment out of two-color printing. 


> Envelopes are unhappily an often- 
neglected element in direct mail 
campaigns. 

We all know people who go to 
all sorts of trouble to dress them- 
selves in their finest clothes, give 
a fresh coat of paint to the front of 
their house, and to put a modern 
look on their stores. Yet, when it 
comes to the envelopes in which 
they send their highly valuable 
sales messages, there seems to be 
a blind spot. They fail to realize 
that the envelope, like the suit of 
clothes, the fresh paint or the store 




































front, is the first thing seen. The | 
envelope gives the prospect an im- 


| 
“favorsie or vnovortie” | A FORTUNE IN WINDOW DRESSING? 


Color, art and design, the weight 
of the paper stock that you use— 
all are important in getting your 
envelope opened and your mail 
read. 

So is teaser copy—although Time 
may have gone a little overboard 
in one instance. All the copy was 
on the envelope, which contained 
only a renewal order card. 


> I guess this is as good a time as 
any to consider postage rates. 

All our Time, Life, Fortune and 
Sports Illustrated mailings go third 
class, and I think you will find that 
most mailers are agreed that third- 
class postage is generally the best 
for them—first class is reserved for 
those special classes where you 
want to make a prestige mailing 
or get increased speed of delivery. 
But if speed of delivery is essential 
to you, you might pay a little more 
and use air mail for its increased 
attention-getting values. 

Should you use stamps, or post- 
age-meter, or a_ printed postage 
permit? 

Most mailers seldom use stamps 
—postage-meter costs less. And a 
printed postage permit, if it’s at- 
tractively designed, is usually as 
good or slightly better than post- 
age-meter. But it’s well to note 
that postage-meter can be used to 










good advantage to give variety to | 

a series of mailings to the same n one sense, envelope design is a lot like window 

People. dressing: Both are intended to make your customer 
i ; e Pte Bice 

ee ee stop and take notice: Attract attention! 


can make or break the sale. Here 
are four definite requirements for 
a well-executed order form. 


In another sense, envelopes are unlike window 
dressing, because window dressing is an added expense, 
but Cupples-Hesse envelopes cost no more than 
ordinary envelopes. And they do a better job. 

Write us for samples and you’ll see why! 








1. The copy should be clear; the 
offer, if there is one, plainly stated. 
2. If the name and address of the 
prospect are not already typed or Cupples-Hesse manufactures a complete line of 
stenciled on the form, there should stock and custom-designed envelopes for direct mail 
be plenty of room for him to give and every business purpose. All sizes, styles, and 


rou his name and address and any ‘ 
y 7 a colors. Don’t delay—contact us today! 
other needed information. 2 


























3. If the form is not business reply, 
you should make sure that the ad- 
vertiser’s name and address appear 
on the front, the back or both. 


QUAL;> 
‘ r 
°o a 


4. You should make the form look 
important. 


CUPPLES-HESSE CORPORATION 


A second color on the reply form 4110 N. Kingshighway, St. Louis 15, Missouri— EVergreen 3-370( 
adds very little to the cost and does CUPPLES-HESSE CORP. of Ra TE ET 
improve returns. If you can’t run 3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 
a second color, experiment with CUPPLES-HESSE CORP. of tIowa 


black on colored stocks. 1485 Keo Way, Des Moines 14, lowa—ATlantic 8-5737 


> Should all reply forms be set in 
type? There are very few cases 
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for less than \¢ 


Full Color Crocker Mirro-Krome 
post cards will sell your product. 
With the new exclusive Mirro Screen 
process, Crocker Mirro-Krome cards 
now cost less than 1¢ apiece. 


DEPT. AR-11 


_H.S. CROCKER CO., INC. 


San Francisco,720 Mission Chicago, 350 N. Clark 
Los Angeles. 2030 £. 7th New York, 23 E. 26th St. 


ATTENTION: AD MANAGERS 


‘ 


WRITE 


MAKE YOUR 
ae ee 
PAY ITS WAY 

NTT i Oa LTT 
ita Pa 

Catalog TODAY 


r profitable direct r 


« PHONE « TODAY 


atari Y ae Y 7 4 
dunhill 


arta 


T.. CH 


Sa eat bed 11) 


Free Sample 
M. E. MOSS & CO. 
119-E Ann St. 


Hartford 3, Conn. 


Art drawn to your order. Products 
buildings, cartoons others, too 
... flat-rate prices. Stock art 
books, illustrations, mailers 


Send for free information 


STERLING STUDIOS 
Box 6673-A Dallas |9, Texas 


November 1957 
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where it does not pay to do so. A 
typeset form is easier to read, and 
it given an impression of stability. 
If you’re making a straight charge 
offer, your order form should have 
a business reply back—there’s no 
point in enclosing a reply envelope. 
However, if you’re making a cash 
offer, or a cash-charge offer, you'll 
have to include a reply envelope. 

Should it be stamped or business 
reply? A stamped return envelope 
in a sales letter will not usually in- 
crease returns. The recipient may 
even think that the organization is 
foolishly wasting its money. Excep- 
tions: A stamped return envelope 
in a questionnaire mailing will us- 
ually increase your returns. A 
stamped return envelope in a 
charitable solicitation may increase 
your returns. 

Should the business reply card or 
envelope use first-class or airmail 
postage? A few mailers have found 
that paying airmail reply postage 
increases their returns, but most 
mailers find that airmail reply just 
gets the orders back to them faster. 
General rule: if you have a perish- 
able product, or a “for a limited 
time only” offer, it will probably 
pay you to use airmail reply on 
your business reply cards or en- 
velopes. If you don’t have such a 
product or offer, save your money 
—use first class. 


> Let’s go on to the question of a 
circular or no circular. 

Do circular and letter perform 
the same function, or do they have 
different jobs? Do you need both, 
or which can you leave out—and 
when? 

To begin at the beginning—a wise 
businessman knows that he can’t 
personally call on all his customers 
and prospects, so he hires sales- 
men. The salesmen find it impossi- 
ble to make all the selling and 
goodwill-building calls needed, so 
the company writes letters. When 
quantity is involved, you call your 
letters “direct mail advertising.” 
You still think of the letter as a 
substitute for a personal call. But 
you may be inclined to send other 
pieces of printed matter along with 
the letter. 

When a salesman calls, he sup- 
plies the sell. But he often has with 
him some information about the 
product or perhaps some samples 
of it. So think of the letter as the 
salesman and the circular as his 
sample case. 

Since the circular is the sample 
case, its job is not so much to sell 
as to provide the information the 
salesman needs to sell. It contains 
prices, specifications, pictures, back- 
ground facts, case histories and 


testimonials from satisfied users— 
all of which are ammunition for the 
salesman but won’t make the sale 
without him. The circular is—or 
should be—too statistical, too tech- 
nical, too general to stand on its 
own legs and convert a prospect in- 
to a customer. The circular may 
convince the head, but it takes the 
letter to reach the heart, where the 
sale is made. The letter, like the 
salesman, establishes the friendly 
bond, extends the hearty handshake, 
speaks in the cordial tone of voice. 


> So which is more important — the 
salesman or his sample case? Can 
you leave out the letter? Well, can 
you leave out the salesman? 

How about leaving out the circu- 
lar? Yes, you can in some cases, 
just as the salesman can some- 
times go out without a sample case. 

Here, specifically, are four cases 
where you can probably omit a cir- 
cular: 


@ When the product or 
well known. 

@ When the cost is low. 
@ When the product or service 
needs little explaining, no illustrat- 
ing. 

® When a strong desire 
product already exists. 


service is 


for the 


Conversely, you need a circular: 


@ When the product is not known, 
perhaps because it’s a new product, 
perhaps because it’s an old product 
entering a new market. 

@ When the cost is high. 

© When it takes a lot of explaining 
or “has to be seen to be appreci- 
ated.” 

@ When desire has to be created or 
a real job of selling has to be done. 
e Also, when you can’t expect im- 
mediate action but want the pros- 
pect to have information about your 
product or service on hand. 


> If you decide that yours is a prod- 
uct or service that can be sold bet- 


1 guess that letter pulled 
them in! 





COMPILATION 
ENGINEERING 


The New Profession Developed 
by Walter Drey, Inc. 


HAT distinguishes a Compilation 

Engineer from a Compiler can be 

visualized by calling attention to 
the essential differences between Arith- 
metic and Geometry. Arithmetic, like the 
work of a compiler, deals only with con- 
crete quantities. Geometry, that branch 
of Mathematics which investigates the 
properties, relations and measurements 
of solids, surfaces, and angles, evolved 
a definite system of analysis, investigation 
and relationships very similar to the one 
invented by the first Compilation Engi- 
neer. 
The task of a Compilation Engineer starts 
where the work of a Compiler stops. For 
a Compilation Engineer finds the un- 
known factors, investigates the similari- 
ties, and/or differences, appraises and 
measures their potential values to a mail- 
er and then develops a list as a series of 
names and addresses with a common de- 
nominator of interest. 
Write for further information and de- 
scriptive bulletins on your Business 
Letterhead. 


WALTER DREY, Inc. 


MAILING LIST CONSULTANTS 


257 FOURTH AVENUE 333 N. MICHIGAN AVE. 
NEW YORK 10, N.Y. CHICAGO 1, ILL. 
ORegon 4-7061-2 Financial 6-4180 






















galaxies of ‘em 
for your 


THINKER-UPPER 


...every week in 


AA 


(Advertising Age) 














the weekly newspaper 
of IDEAS in marketing 


See for yourself what AA can do 
for your thinker-upper. Try a 
year’s (52 issues) subscription 
for only $3. Anytime you're not 
satisfied, you get your money 
back. 


Send order today to: 


ADVERTISING AGE 
Dept. AR-11 
200 E. IIlinois St. 
Chicago, Ill. 





ter with a letter and a circular than 
it can with a letter alone, here are 
a few rules for successful circulars: 


1. The circular should have an im- 
pelling headline with reader bene- 
fits. 


2. It should picture the product or 
service. 


3. It should be easy to read. 

e Type should be big and bold. 

e Layout should lead the reader 
from page one to last page in logical 
sequence. 

®@ Special emphasis should be given 
to the most important paragraphs 
by setting them in italics or bold 
face or by indenting them. 


4. There should be plenty of sub- 
heads. 


S. You should be sure that you give 
all the information that is neces- 
sary for a prospect to make a de- 
cision and order the product. 


6. You should make an order form 
part of the circular even though a 
separate order form is_ enclosed 
with the mailings. 44 


Time Saver Offered 
To Addressograph Users 


A new time-saver has been de- 
veloped by the Addressing Machine 
Co. of California, 667 Mission St., 
San Francisco. 

Called Quik-Kards, they are rolls 
of continuous, perforated strip-form 
cards—much like movie tickets— 
that are sized to fit all popular 
Addressograph frames. 

With simple roll holders and 
gages to facilitate manual feeding, 
the cards are run through with a 
series of plates, and then are in the 
correct order for insertion into the 
frames. Their precise dimensions, 
according to the manufacturer, 
save time through easy insertion 
and elimination of jamming. 

Samples are available to all users 
of Addressograph equipment who 
send the company a sample of the 
card now used to show size. 44 


It’s for you— 
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JUMBO 


ENVELOPES 


You need hunt 
no longer! Here 
are those BIG 
JUMBOS you've 
been seeking! 
Every style and 
size from 9” x 16” 
up... in Kraft, 
White Wove, Gray, 
Clasp, Button & 
String, Gummed. 

Also at your 
service — our big, 
fast imprinting de- 
partment! 

All at Diplo- 
mat’s famous meet- 
the-competition 
prices! 


100,000,000 
ENVELOPES 
ALWAYS IN STOCK! 


Cakl St 4-5200, 
8866, 8867, 8868 


FOR FREE SAMPLES & PRICES 
DIPLOMAT ENVELOPE CORP. 


DEPT. AR 23-23 BORDEN AVENUE 
LONG ISLAND CITY 1, NEW YORK 
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Get Big Results with Low Cost 


JUMBO FLASH CARDS 


Now there are 33 of these big (5!/ x 7) 
mailing cards—pre-printed with colorful 
border art—to give your messages high- 
octane selling power at amazingly low 
cost. Get FREE samples. 















THE CARR ORGANIZATION 
1319 N. 3rd St., Milwaukee 12, Wis. 





Send Jumbo Flash Card designs to: 
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Premasked Decals . . 


How Standard 
Planned 


Its Big Change 


Introducing a new gasoline through 15,000 deal- 


ers, with 55,000 pumps, scattered over 15 states, 


is quite a job, and it took careful advance plan- 


ning to gain maximum impact. 


. A vinyl, pressure-sensitive decal com- 


bined lettering and masking in one piece. The decal separated 
the paint colors, and once the paint had dried, ripping off the 


masking finished the job easily and cleanly. 


By Robert B. Konikow 
AR Managing Editor 


The problem was simple enough. 
It was to achieve the maximum im- 
pact from the introduction of a new 
product. This has been faced by 
many a company. 

But perhaps never in quite the 
same form as when Standard Oil 
Co. (Indiana) wanted to introduce 
its new Gold Crown and Red Crown 
gasolines. These were not simply 
new labels, but Gold Crown was in 
actual fact a new product, blended 
and synthesized to meet new de- 
mands of the market. 

Since Standard sells its products 
in more than 16,000 locations, most 
of them independently managed, 
and scattered throughout 15 mid- 
western states, any change, to get 
maximum effect, would have to be 
carefully planned. And here there 
were additional factors. 


> With most products, you can pro- 
mote a newly-improved product 


88 © Signs & Displays 


through a package, but that isn’t 
possible with gasoline. Few cus- 
tomers ever see what they are buy- 
ing, and there is a general belief, 
erroneous though it may be, that 
all regular gasolines are pretty 
much alike, as are all premium 
grades. 

If gasoline can be said to have 
a package, it is the design of the 
station, and especially of the pump, 
that plays the role that, with most 
merchandise, is taken by the pack- 
age or the container. The station 
itself is relatively difficult to re- 
design, but the pump is another 
matter, so when Standard started 
to consider its problem, its first at- 
tention was focused on the pumps. 

Parenthetically, the problem faced 
by Standard was somewhat differ- 
ent than when other gasoline com- 
panies had introduced new brands. 
In other new product introduc- 
tions, the customary procedure was 
to add pumps to the array. Stand- 
ard did not plan to add any new 
pumps, but to change over the old 


ones to the new product. 


» A good new design of the pump 
would accomplish two purposes. Not 
only should it dramatize the intro- 
duction of the new brand, but it 
would also help to speed up serv- 
icing in the station. It should have 
a factor of recognition easily visible 
from the driver’s seat, so that cus- 
tomers could drive directly to the 
desired grade—premium or regular 
—without delaying either the serv- 
ice personnel or other customers 
waiting behind them. 

Thus the major effort centered 
on the pumps—55,000 of them. It 
would have been nice if all stations 
could have closed one night with 
the old painting, and opened the 
next morning in the fine new pat- 
terns, but this was obviously an 
impossible schedule. A more re- 
alistic one was set up. 


> Materials were sent out on May 
1, and a deadline of May 15 set. This 
permitted 10 working days, and 





You are Looking at 


full color 


produced in 


YOU CAN SEE the high quality and faithful reproduction 
our electronically controlled Arca-Tone full color process will 
give you. e In high key — low key — or combination full 
color and black and white (see left) your product will live 
and sell stronger. The Arca-Tone 3 color separation process 
is vastly more economical than other methods of full color 
printing. e We have many satisfied clients using Arca-Tone. 
You, too, can save money on that next full color job. Just 
write or telephone us. Of course, there is no obligation. 


R 
rca@/one is exclusive with 


ARCADE LITHOGRAPHING CORPORATION 
1815 EAST MAIN STREET, CHATTANOOGA, TENNESSEE 
TELEPHONE: MADISON 2-8372 
PLANTS: CHATTANOOGA AND SARASOTA, FLA 


Fine Printing and Lithography Since 1902. 





Display Spots... 
Five types of 
signs were used 
to promote 

new product. 


since half of them were ruled out 
by weather in most localities, there 
were really just five. This, how- 
ever, was time enough. 

The painting of the pumps was 
simplified by careful planning. De- 
tailed instruction sheets went out 
to the field men, giving color speci- 
fications for 20 different types of 
pumps, plus instructions on the best 
methods of applying the paint. 

Another step that saved a great 
deal of time was the excellent use 
of decals. The pumps were to have 
a solid color base, either blue or 
red, on which the Standard torch 
logo was to be placed. A strip, eith- 
er of red or of gold, ran around the 
pump, separated from the base by 
a narrow strip of white. Above this 
the pumps were white, and sur- 
mounted by an illuminated globe, 
in gold or red. 

Permanent, self-adhering decals 
were used both for the logo and 
the color band. The band also in- 
cluded the narrow white strip. To 
aid the painter, these decals were 
self-masking. The vinyl surface on 
which the colors and lettering ap- 
peared was sandwiched between 
the standard backing sheet and a 
special masking sheet which cov- 
ered the front surface. 

In actual use, the painter ripped 
off the backing sheet, applied the 
decal to the pump, and painted. 
When the paint dried, he pulled off 
the masking sheet, leaving a fine 
clean edge. 

The Gold Crown bands were pre- 
pared by Northwest Screen Print 
Co., Evanston, Ill., using pressure- 
sensitive material from Minnesota 
Mining & Mfg. Co. This also in- 
cluded the masking layer. The logos 
and the Red Crown decals were 
supplied by Palm-Fechteler Co., 
Weehawken, N. J., on a pressure- 
sensitive stock by Fasson, but using 
the same 3M masking material. 

While these self-masking decals 
ran somewhat higher than regular 
ones, the additional cost, according 
to Standard, was offset by consider- 
able savings in labor. 


> The other element of the pumps 


consisted of the globes, which are 
of glass, with the gold or red baked 
on. The work on these was done by 
Advertising Products, Cincinnati, 
Standard’s supplier for many years. 

There were two kinds in the 
field: one a solid white, the other 
with red. Fortunately, the red were 
not to be changed. To cut down on 
replacements, extra globes held in 
inventory within the divisions were 
recalled, and enough new ones were 
ordered to furnish the demands for 
the new gold pattern. 

This created no great problems, 
except in getting a good gold finish. 
The final compound used was a 
copper-bronze pigment in an acrylic 
medium, supplied by the U. S. 
Bronze Co. 


> Allof this operation—the changing 
of the gasoline itself, and the re- 
painting of the pumps—could be 
done by Standard’s own people, 
since under normal operating pro- 
cedures the equipment at the sta- 
tion is owned by the gasoline com- 
pany and not by the station opera- 
tor. But if the maximum effect was 
to be obtained from the new prod- 
uct, the cooperation of the operator 
had to be obtained. 

A well-rounded schedule of ad- 
vertising was planned. Two new 
tv commercials were produced, and 
were being used on all Standard’s 
programs. Radio commercials were 
built around a “Big Change” song, 
and newspaper ads were scheduled 
for 1,713 newspapers, with color be- 
ing used in 121 of the papers. A to- 
tal of 18 different ads were pre- 
pared. These were supplemented 
by full-color ads in the magazine 
sections of 14 Sunday newspapers, 
and by a rotating schedule of 3,300 
outdoor posters. 

But all of this would lose in effec- 
tiveness if there was no tie-in with 
the stations, and this depended upon 
getting the enthusiastic cooperation 
of the operators. Building up en- 
thusiasm was a carefully planned 
procedure. 


> It started in January 1957, about 
514 months before the effective date. 
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381 Chapters 


New Book by 


James D. Woolf 
A SELECTION OF 
THE BEST OF HIS 


‘*SALESENSE’’ ARTICLES 


400 pages that deal 

principally with the creative 
aspects of advertising 
Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a “demand performance." 
Hundreds readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘'Sale- 
sense’’ articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


of our 


EXAMINE SALESENSE 
for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. AR-11 
200 E. Illinois St., Chicago 


I want___________ copies of SALESENSE IN 
ADVERTISING. If I am _ not completely 
satisfied with the book (or books) after a 
5 days’ examination, I can return the book(s) 
and my money will be refunded in full. 


My Name 





Firm 





Address 


City Z __ State — 


[] I am enclosing my check for $ 


| me later [) Bill my firm 
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Something for Nothing ! 


VALUABLE ADVERTISING SPACE IS THERE... 


GET IT FREE with the NEW MAGIC MEDIUM 


FREE! Let us submit color 
sketch of your name or trademark 
for fabric design. No obligation! 


Send for FREE Idea Booklet 
on Logo Drape Usages 


HOLLYWOOD 


Loge Distlay 


DRAPES 


Discover the visually dynamic 
approach used in achieving 
attention-compelling impact with 
space that has never before been 
utilized to its fullest potential. 
Hollywood Logo Display Drapes 
fit everywhere (even into small 
budgets) nothing else is so flexi- 
ble...so versatile...so easy to 
use. Save money by eliminating 
professional display men... you 
“do it yourself’! 


The Perfect Way to Glamorize Your 
Name... Trademark ... Product... at 
Trade Shows, Fairs, Sales Meetings... 
in Window Displays, Showrooms, Stores. 
Ideal for backdrops, drapes, covers, even 
jackets! Dry cleanable...Flameproof! 


HOLLYWOOD BANNERS Logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 


116 East 32nd Street 


GIRLS!! 


ADD SALES-APPEAL 
TO YOUR ADVERTISING 


Write for illus- 
trated brochure of 
low cost ‘Pin-Ups 
for Advertising." 


ENTERPRISE 
PHOTOS 


P. O. Box 68 
DALLAS 19, TEXAS 


90 + ar « November 1957 


New York 16, N. Y * 


TELEPHONE: OR 9-4790 


Advertising % 


BIG SHOW 


OF 


PRODUCTION - PROMOTION 
MERCHANDISING 


To see it... 
read afr 
To get init... 
advertise in afr 
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REQUIREMENTS 





At that time, divisional people were 
told that there were to be changes, 
were given the date, but no further 
details. Gradually, they became in- 
volved in the plans, without being 
told exactly what was going to hap- 
pen. For example, they were early 
asked to make a physical count of 
pumps and their location. 

This air of mystery about the 
program couldn’t help being passed 
on to the dealers, and was delib- 
erately encouraged. Details were 
passed on only slowly. As much 
as possible, detailed news of the 
change-over was kept from pre- 
mature release. For example, ma- 
terials to be used, such as the de- 
cals, were sent out only in the few 
days just before they were needed. 

Promotion to the dealers was 
handled largely by a 16-page book- 
let in black, blue, red and gold. One 
of the things about this booklet, 
produced by Magill-Weinsheimer, 
Lincolnwood, Ill, that pleased 
Standard was the successful use of 
large areas of gold. This was laid 
down in one pass on an offset press, 
using a new IPI gold ink. 

The booklet, after explaining the 
company’s program, covers the ma- 
terials available for use by the op- 
erator. One page is devoted to 
point-of-sale material. This includes 
five types of displays: 


Torch-and-oval pole sign 
Pump island signs 
Spinning atom signs 
Window displays 
Standard easel sign 


The first three of these incorpo- 
rated wind-powered motion. The 
window display was a bar chart, 
whose bars were separate pieces of 
pressure sensitive stock. The win- 
dow glass itself served as a back- 
ground. 


» Advertising specialties were also 
used in this promotion. Three items 
were offered to the station opera- 
tor. A coloring book, “Let’s Have a 
Picnic,’ which Standard had used 
previously, was brought up to date 
with a new back cover. 

In addition, two items from John 
S. Lauder Co., Tulsa, Okla., were 
obtained specifically for the Big 
Change campaign. These were a set 
of tumblers, embossed with Gold 
Crowns, in a printed cardboard 
carrier. While the tumblers carried 
no advertising, the simple symbol 
was enough to remind the user of 
its origin, without making them ob- 
jectionable for table use. 

The other item, somewhat less 
expensive, was a set of salt and 
pepper shakers in the form of the 
two new pumps. The Gold Crown 














Of course it’s 












Dealer Gifts . . . Salt and pepper shak- 
ers, in form of new pumps, made in- ri 


expensive gifts to customers. 






shaker, by the way, was designed 
for salt. 








feature article on the big change. 






tures of a station using the new fine printing or screening. 
materials added excitement to the 










ducing a new product smoothly 






pliers, of central office staff and 
field men, of key executives with- | 
in the several divisions that are 
concerned with merchandising and 
supplies. It took a year of planning 
to get a changeover practically 
overnight. i a 

















Complete Photo Services 
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| 8 x 10 prints as low as 8!/2c ea. 
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...the best material available for 
» Promotion was given to the cam- self-adhesive, weatherproof signs! 


paign by special material in Stand- 
ard’s house organ for dealers, “The 


Merchandiser” For the first time Made of heavy vinyl plastic . . . tough, flexible, completely 
in the history of the publication, weatherproof . . . won’t split, shatter or delaminate in the 
full-color pages were used for a coldest weather. 


A four-page insert with color pic- Smooth uniform surface in white or yellow . . . perfect for 


presentation, while a second fea- Protective backing peels off even in the coldest weather . . . 

ture told the detailed story of point- | doesn’t split . . . won’t stretch vinyl. 

of-sale. oan , . . 
The Big Change has been made. | Powerful, pressure sensitive adhesive . . . goes on in a wink 

Standard has succeeded in intro- | and stays and stays and stays. 


and effectively. It took a careful Don’t do another self-adhesive job until you've seen and tested 
coordination of buyers and of sup- | FasCal Vinyl. Write for samples and prices. 


Fasson 
Products 






lettering cost high... 









IT’S A JOB FOR se 

; ASS 
Stik-a-letter, Gita 
The fgus Sy 
professional S 
lettering Write for 
technique 


literature and samples 


“wg Stik-a-letter Co. 
J RT. 2 - BOX 286, ESCONDIDO, CALIF. 






November 1957 + ar * 91 






12 Ways to Save Money 


On Your 


By Jack A. Wichert 
Marketing Research Director 
Schmidt Lithograph Co. 

San Francisco 


“A point-of-purchase display that 
costs $4.10, gets put up and moves 
merchandise is an inexpensive unit. 
One that costs $1.98 and ends up in 
the warehouse or in the wastebas- 
ket is a very costly display”—this 
is the philosophy of 
p.o.p. users today. 

In other words, the cost of a 
point-of-sale program should be 
measured by its effect on sales and 
profits, not by how much the var- 
lous pieces cost. 


successful 


> In recent years, real progress has 
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It’s harder and harder to get a dollar's worth out of a 


dollar these days, but here are twelve suggestions, 


from an expert, on how to get more for your money. 


been made in improving the ef- 
fectiveness—and lowering the cost 

-of p.o.p. advertising. Nevertheless, 
each year various buyers of such 
material waste many hundreds of 
thousands of dollars. Part of the 
waste must be charged against the 
suppliers, who produce such ma- 
terials. However, an even greater 
proportion of the loss is the respon- 
sibility of the manufacturers and 
advertising agencies that purchase 
p.o.p. advertising. 

This article was written for the 
express purpose of helping such ad- 
vertisers reduce the cost of their 
p.o.p. programs. Following are 12 
suggestions for accomplishing this 
end. Some of them deal directly 
with reducing out-of-pocket ex- 


penditures. However, the majority 
of them are concerned with creat- 
ing more effective materials and 
making more productive use of 
them. 


1. Know when to use p.o.p. ...A 
good carpenter does not use a 
cross-cut saw to rip a piece of 
wood. A good promotional mana- 
ger does not use p.o.p. to tell a long, 
involved sales story. There are cer- 
tain jobs that point-of-sale adver- 
tising can do—there are others that 
it cannot accomplish. Knowing 
when and how to use p.o.p. is the 
first step in reducing the cost of 
this important medium. 


2. Know your market. . In pur- 





chasing p.o.p. the basic considera- 
tion should be “Will it help retail- 
ers sell more of my merchandise?,” 
not “Is this what I think is 
needed?” 

The only way a manufacturer or 
distributor can determine what is 
needed is to become fully aware of 
the operating problems of his var- 
ious retail outlets. If store counters 
are small and crowded, only small 
displays have a chance to win 
placement. If state regulations limit 
distribution of beer to one store in 
a chain, a brewery should seriously 
question materials aimed at super- 
market promotion. 

Every p.o.p. buyer should know 
the number, size, location and op- 
erating policies of his outlets. If 
20% of the outlets account for 75% 
of his sales, it would be unwise to 
apportion only 20% of the budget 
to such stores. In short, p.o.p. 
should be tailored and allocated to 
solve the merchandising problems 
of the more important elements in 
the manufacturer’s channel of dis- 
tribution. 


3. Select reliable suppliers ... 
The choice of p.o.p. suppliers should 
depend upon your particular needs 
and the reliability of various p.o.p. 
manufacturers. The ideal arrange- 
ment is one in which the buyer 
turns the responsibility for his com- 
plete p.o.p. program over to one 
supplier in much the same way as 


Include Full Directions . . 


he does his media advertising to an 
agency. Under such conditions, the 
supplier becomes familiar with all 
the details of the company’s mar- 
keting program and problems. This 
results in a saving of both time and 
money. 

To help purchasers select suppli- 
ers, the executive director of the 
Point-of-Purchase Advertising In- 
stitute in New York is ready to 
suggest a number of qualified 
sources. 


4. Take suppliers into your con- 
fidence . . Point-of-sale materials 
are used to solve specific merchan- 
dising problems. To create and de- 
liver the “answer” requires that a 
p.o.p. supplier be fully aware of the 
problem in all of its ramifications. 
The same man who goes to a doctor 
and tells him all of his known 
symptoms in an effort to help with 
the diagnosis frequently refuses to 
take his suppliers into his conti- 
dence and tell them the full details 
of his marketing activities. 

Only recently, one potential cus- 
tomer asked a p.o.p. supplier to de- 
velop a display to introduce a new 
food product. Because it was a radi- 
cal departure from his established 
line, the customer said he preferred 
not to reveal the name or type of 
product to the supplier lest it leak 
out to the trade! 

In working with point-of-sale 
companies, manufacturers will be 


. If the dealer feels your display will take too much time 


to set up, it will stay in the back room. Tell him, step by step, as was done here. 
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REVOLVO 
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wise to explain their marketing 
program in detail before requesting 
the submission of ideas. Further, 
even if the buyer believes he knows 
exactly what is needed, he will fre- 
quently find it to his advantage to 
discuss the idea fully and consider 
the suggestions of the p.o.p. pro- 
ducer. 


5. Make p.o.p. an integrated 
part of your promotional pro- 
gram .. The tv commercials were 
“great,” the newspaper campaign 
was under way, the trade ads had 
appeared in the press, the sales 
force had done its work — and 
the merchandise stayed on the re- 
tailer’s shelf. Why? Because every- 
one had ignored the importance of 
follow-through where the buying 
decision is made. There was no 
p.o.p. program. 

Even today there are still many 
companies that do not realize that 
self-service merchandising requires 
effective point-of-sale materials. 
This must be done to replace the 
salesman who used to move the 
goods across the counter and into 
the hands of the customer. Not only 
must p.o.p. be an integrated part of 
the program, but the various point- 
of-sale materials should be mer- 
chandised in other media. Buyers 
of p.o.p. must make certain to co- 


Use Flexible Art . . 


. A few cents extra expenditure multiplied value many times in 


this display, designed to extend retail position. The same basic elements were used, 
and the dealer could alter its appearance easily. 


ordinate the activities of sales force, 
advertising agency and display sup- 
plier for maximum return. 


6. Use flexible art . . If the same 
art can be used for several different 
pieces of p.o.p., substantial savings 
result. Further, if displays are so 
made that only a small portion of 
them need be changed to make a 
“new” display, retail position can 
frequently be extended at a cost of 
only a few cents. 

A good example is a holiday dis- 
play with the copy “Merry Christ- 
mas.” If the copy is placed on a 
separate sheet which can be re- 
moved on December 26, a second 
greeting, “Happy New Year” is ex- 


a 4 SS | 


add motion 
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Simply-Easily! 


In the hodge-podge of other signs 
the Beacon Ray beam, stabbing 
again and again will make your 
sign a stand out! Pep ‘em up — 
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posed. The same technique was re- 
cently applied to a display for a 
hardware manufacturer. Simply 
changing three simple elements 
converted it from a display selling 
hammers to carpenters to one sell- 
ing hatchets to campers. 


7. Test your materials .. There 
are numerous ways to test various 
p.o.p. materials before embarking 
on a major program. The particular 
method selected will depend upon a 
number of factors including such 
considerations as uniqueness of 
idea, time available, research fa- 
cilities of buyer and/or supplier and 
money to be invested in the promo- 
tion. 

In certain instances an effective 
answer can be found merely by dis- 
cussing the idea with experienced 
trade personnel. In others, actual 
samples of the pieces should be 
prepared, placed in a number of 
retail outlets and resulting sales 
tabulated. The testing to be con- 
ducted should be determined for 
each new program; generalities for 
all promotions are dangerous and 
expensive. 


8. Buy in quantity whenever 
possible . . Any promotion man- 
ager who has been “stuck” with a 
warehouse full of unused displays 
knows the danger in overbuying. 
On the other hand, making a re- 
run of a successful display can be 
expensive and increase the cost of 
the entire program. In other words, 
the p.o.p. buyer who properly eval- 
uates his market can and should 
buy his maximum requirements in 
the first order. 

Another successful technique for 
reducing costs is to plan far enough 
ahead to utilize a full sheet run. 
Such a technique means additional 
materials at a fraction of their cost 
if bought separately. Basically, it 
compares with buying in less than 
carload lots as contrasted with full 
car shipments. The wise merchan- 
diser plans his programs and con- 
solidates his purchases to maximize 





the value of his p.o.p. dollar. 


9. Watch your timing . . Some 
months ago a large beverage bot- 
tler expanded into a new market. 
“D-Day” was to be on a Monday. 
At four o'clock on the preceding 
Friday the Regional Promotional 
Manager received a long distance 
call stating that none of the com- 
pany’s p.o.p. had been made avail- 
able to distributors in the market. 
A series of long distance phone 
calls and several expensive air- 
freight shipments delivered the 
goods only two days late! 

Substantial savings and increased 
effectiveness can be assured if 
point-of-sale users will allow plen- 
ty of time. Time is necessary not 
only for the production and de- 
livery of the merchandise, but time 
is also needed to analyze the mar- 
ket requirements, to create the nec- 
essary materials and to work out 
any and all changes which may be 
deemed necessary. The philosophy 
of leaving p.o.p. to the last minute 
is wrong and must be corrected for 
maximum profits. 


10. Include full directions for 
easy assembly . . Each year many 
thousands of p.o.p. materials are 
wasted because they are too “com- 
plicated” for easy installation. The 
reason for this is obvious. Sales- 
men and/or retailers refuse to 
waste valuable time erecting a con- 
fusing display. 

To combat this problem, simplic- 
ity should be a keynote in all p.o.p. 
design. Further, no matter how 
uncomplicated the advertising is, 


. . This technique 
will give you additional materials at a 
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DECAL SIGNS 


ALL the advantages of pressure 
sensitive application 


ALL the permanence of a true 
decal sign 


More and more national and regional 
Point of Purchase sign advertisers are 
switching over to Meyercord’s new 
Pressure Sensitive Decal Signs! The 
reason isn’t very hard to dig out... 

Recently an important advertiser 
told us, ‘‘There has been a marked 
increase in our sign circulation thanks 
to Meyercord Pressure Sensitive Decal 
Signs. Our field men are getting up 
more signs . . . and more rapidly .. . 
than with anything we've used before.” 

And no wonder! Meyercord Pressure 
Sensitive Decal Signs are mounted with 
a simple two-step installation that takes 
only seconds and requires no water. 
Once up, these decal signs maintain all 
the brilliance and permanence that 
have distinguished Meyercord Decal 
Signs for more than 60 years. 

There are no restrictions as to color, 
shape, design or size . . . either halftone 
or straight poster style. Let us show you 
how to put Meyercord experience and 
facilities to work in your merchandis- 
ing program with Pressure Sensitive 
Decal Signs. 


Pressure Sensitive 
Facts—FREE 


The full story of Meyercord 
Pressure Sensitive Decal Signs, 
along with current samples, is 
yours, for the asking. Please 

write today on company letterhead. 


THE MEYERCORD Co. Baan 
, é est Lake Street 
OLB DIO Le LLL Chicago 44, Illinois 
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fraction of the cost of doing them 
specially. Even small areas on the sheet 
can be utilized by grouping properly. 
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Give worrysome problems to 
Hagen Advertising Displays . . . 
specialists in quantity production 
of electric illuminated plastic 
indoor and outdoor dealer 
identification signs. 


Hagen plastic signs are planned from 
the drawing board to the final in- 
stallation . with main consid- 
eration given to sales impact, dealer 
acceptance, unit cost, less weight, 
low shipping costs, maintenance at 


a minimum 


Plastic signs have proven time- 
and-again that they pay for 
themselves in a matter of 
months. Operating cost is only 
a penny or two a day, plus 
amortization of original cost. 


We invite your inquiries > 
obligation. From giants to little ones, 
Hagen plastic signs will round-out 


your sales promotion program 


A few select territorie available t 


representative Write for ntiormatior 


HAGEN 


ADVERTISING DISPLAYS 
tos 


6230 WIEHE RD. 
CINCINNATI 13, OHIO 
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full instructions should be included. 
Even if the buyer utilizes well- 
trained display crews, a_ simple 
A-B-C explanation produces real 
benefits for all concerned. 


11. Motivate installation .. Be- 
sides knowing how to erect various 
p.o.p. materials, salesmen and/or 
retailers must be motivated to such 
actions. Probably the best motiva- 
tion is education. If the purpose of 
the material, as well as its prob- 
able effect on sales, is clearly dem- 
onstrated, installation is usually a 
matter of course. 

A good example of another mo- 
tivation technique is found in send- 
ing each distributor an advance 
copy of each display. This calls the 
material to his personal attention 
and lets him in on the program 
early. Still another technique is the 
judicious use of teaser campaigns 
aimed at salesmen or dealers. 


12. Take the advice of special- 
ists . . No competent p.o.p. supplier 
will ever purport to know more 
about your business than you do. 
On the other hand, the truly qual- 
ified supplier is more aware of the 
possibilities and techniques of this 
important medium than are the 
purchasers of such materials. This 
is true because the p.o.p. specialist 
works with hundreds of different 
point-of-sale problems every year. 
To perform effectively, his organ- 


Analyse your needs .. . The best p.o.p. 
display is one which meets the needs of 
the retailer. This mass display, holding 
up to 40 cases of mustard, gained im- 
mediate acceptance because of this 
study. 


ization must keep aware of all sig- 
nificant trends and developments. 

Granted, the customer must have 
the final say as to what is needed. 
However, when there is’ serious 
doubt in the purchaser’s mind as 
to which course to follow, the sug- 
gestions of the supplier should 
weigh heavily in arriving at a final 
decision. 44 
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Dramatic Sales Demonstration. . . Modern and old-fashioned equipment for filing 
large numbers of cards were contrasted in a play presented by Diebold, using pro- 


fessional actors. 


To File or Not to File 
That is the Question 


Using the modern technique of a 
split stage, Diebold Inc., Canton, O., 
introduced its new Super-Elevator 
files to an audience of management 
executives and members of the 
press. 


On one side of the stage, an old- 
fashioned office was set up, using 
standard filing equipment, while the 
modern office, with  Diebold’s 
motorized unit, was on the other. 

The action in the three scenes of 
the drama alternated between the 
two filing methods, and used pro- 
fessional actors in all three roles. 44 





KRUEGER KNOWS cotor/ one of a series 


Jump ahead 


of competitors... 


specify Micro-Color’ lithography 


You know that full-color sells more. 
And the better the full-color 
reproduction — the more it sells. If 
you want the ultimate in results 
you'll specify Krueger’s Micro-Color 
Process. It’s a premium process at 


a “no-premium” price. 


Modern plant, completely integrated 
production, personal service. We make our 
own color separations and plates, 


control every step of quality production. 


Jump ahead of competitors. Call 
Krueger and one of our representatives 
will be at your office within 24 hours. 
FREE ART PRINTS — Like a set of 9 
animal illustrations appearing in our ads? 
Reproduced in 8 colors on fine art-print 
paper — with no advertising. 


Write or phone our nearest office. 


U.S. Pat. Office 
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®| W.A. KRUEGER CO. 
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When the ‘‘Signs”’ are right. . 
YOU GET RESULTS! 


Sales results can be pretty exciting, too.. when you 
go prospecting for customers with signs by Texlite. 
That’s when excellence tells .. both design excellence 
and product excellence. Whether your sales plan 
calls for 10 or 10,000 signs, whether porcelain 
enamel, plastic or combinations of material will be 
most practical..you’ll find that Quality signs by 
Texlite can bring you more customers, at less cost 
per customer, than any other sales tool you can use. 
Four hundred technically skilled, experienced crafts- 
men and the complete resources of a modern, 160,000 
square foot plant are at your design and engineering 
service. 


See How Others Have Used Signs by TEXLITE to Gain 
Sales Objectives .- This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 
the nation’s most successfully sales-minded 
companies. 


Request your free copy on company letterhead. 


Builders of 
Quality Sigus 
Sinee 1879 


3307 Manor Way Dallas, Texas 


Offices in Principal Cities 
l 


A R than any other publication. 
If you sell advertising 
REACHES services, materials and 
MORE equipment to or through 
ADVERTISING agencies, your ad in AR 
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response. 
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Signmanship .. . 


Curbed Sign Stops 
Traffic For Hanes 
With Realistic Scene 


By Mildred Weiler 


Bud Hanes of the Hanes Paint 
Co., Orlando, Fla., initiated what he 
believes are a couple of new ideas 
in the use of an electric sign to 
promote his business. 

First, instead of having the illu- 
minated sign above or in front of 
his paint and wallpaper store, he 
had it installed at the curb in front 
of the store at the edge of the park- 
ing lot. Second, instead of promot- 
ing the product he sells, the sign 
tells the story of the products’ end 
use. 


> Mr. Hanes had what could have 
been a problem. His store was new. 
It was in an unusual location. It 
was not in the downtown shopping 
area, nor was it in a shopping cen- 
ter, nor a suburban shopping sec- 
tion. There are no other retail 
stores in the immediate vicinity 
which might build traffic. 

The store, which has a 100’ front- 
age and is 85’ deep, does have a 
parking lot at the side and at the 
back which makes it easy for dec- 
orators and contractors to load 
from the stock room at the front or 
at the back and also makes it easy 
for customers to carry out paint and 
wallpaper. The store was easy to 
get to, and easy to buy from. All 
it needed, reasoned Mr. Hanes, was 
a sign that would do a good pro- 
motional job, and stop motor traffic 
that rolled by the door. 

The sign, which Bud Hanes de- 
signed himself, does the job. In the 
few months the sign has been up, 
it has brought new customers and 
also become a landmark in the city. 


’ The sign was built by Harper 
Neon Sign Co., of Orlando, Fila., 
from Mr. Hanes’ idea. It is 29’ 6” 
high and 18’ wide. It weighs 3,400 
pounds and is build to withstand a 
110 mph wind. Posts supporting the 
sign set in the ground six feet with 
7 yards of concrete. The sign uses 
5,000 watts. 


> Mr. Hanes’ basic idea of selling 
the end use of his product is car- 
ried out with three-dimensional fig- 
ures shown at the top of the sign 
in a well decorated and well lighted 
room. 

This section of the sign—which 
Mr. Hanes calls the display area— 
can be changed to fit the seasons. 





WALLPAPER 


YOU LIVE 
BETTER 
IN BEAUTY & 


Hane’s Traffic-Stopper . . . Located on 
the curb, the huge sign also employs 
the use of changing scenes to attract 
trade. 


At Christmas, for example, he ex- 
pects to add a Christmas tree to 
the room. 


> At the lowest point of the sign, 
and within good eye range of both 
pedestrian and motorists is a simu- 
lated theater marquee which holds 
a slogan such as “You Live Better 
in Beauty.” 

In this area the slogans are 
changed frequently to tie in with 
the promotion of paint and wall- 
paper and also to promote local 
and civic programs of public in- 
terest. Bud Hanes can do this him- 
self. 

The cost of the sign was $5,000 
and costs about $1 a night to op- 
erate it. 


> Since the Hanes Paint Co. and 
the much talked about sign are al- 
ready synonymous, Bud Hanes is 
using a picture of it on his station- 
ery and in his newspaper and di- 
rect mail advertising. 44 


Button and Badge Uses 
illustrated in Catalog 


The wide variety of uses to which 
buttons and badges can be put in 
advertising or sales promotion is 
graphically illustrated in a_ full- 
color catalog published by Keynote 
Promotions Inc., New York. 

Nearly every item is illustrated 
in actual size and is accompanied 
by information on the sizes, shapes, 





Pressure Sensitive Decals applied 
in Seconds — without water ! 


THE 


“MORE LASTING THAN ORDINARY DECALS”, 
SAY SALESMEN AND ROUTEMEN “AND THEY 
ARE APPLIED EASIER—QUICKER, TOO.” 


The new American Presto Cal ‘’G” is an actual decal 


. with all the permanency and weather 


resistance you expect from a decal. . . yet it is 
applied in seconds without water or other solution. 
No wet hands — no mess — no bother. Leading 
national advertisers are finding that these eye catch- 
ing dealer signs get ‘‘on location” faster and stay 
up longer than any other type of point-of-purchase 
sign. American Presto-Cal ‘’G”’ offers more for your 
advertising dollar. 


write for FREE samples and literature on your letterhead 
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and construction. 

A price list with comprehensive 
rate tables for easier planning and 
cost calculations is included with : 
the catalog. i =. 

. for more details circle 626, page 113 = — ; aaa 
all i ita 0 Wa <j re) a! 
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Brochure Outlines Uses = .Y 
Of Stout Metal Signs 


ba dash af) —. 
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Trae ce 


A 24-page brochure from Stout 
Sign Co. points out the many uses 
of metal signs as an integral part of 
any advertising program. 

The brochure is fully illustrated 
and includes typical examples of a 
variety of dealer and product iden- Parisian Touch... 


tification units, plus details on con- The other side of the station is 
struction and installation techniques. Exhibits Installed usually sold in separate units, with- 


. for more details circle 627, page 113 In Paris Subway out a general theme. 


Taking advantage of every op- 
portunity, the French have turned 


otherwise drab subway stations in- 

to a brilliant showcase. Instead of 
metal signs a the lithographed posters so familiar 
to American subway riders in such 

cities as Boston, New York or Chi- 


£0. cago, Parisians are treated to these 
Pane 


Underground Exhibits . . . Parisian subway patrons can view exhibits in these brilliant- 
ly lit show windows while they wait for the next train. 


tional promotion of cheese. 


brilliantly designed and illuminated 


oe show windows. 
Usually one side of the station is 


devoted to a campaign built around 
Stout Signs . . . 24-page brochure il a single theme, generally of some Solid Selling . . . Three dimensional ex- 
lustrates variety of ways metal signs can public service nature. One typical hibits are designed simply, with im- 
identify the dealer or product. program was devoted to the institu- pact of poster, to catch train-waiters. 


Paley hi 


As this Marine raises his cap, he gets eae 
attention! No one had to tell it to the 

Marines — they WANT action, even in MAN TO MAN... 

their displays.* Movement compels at- 

tention, and action gets reaction from 


ioe ollie cere ar! MARINE 
Hankscraft display motors are trouble- BE A : — 
ARIE. 


free and low in cost. They can run for 
months on a single flashlight battery. 
When action counts, you can count on 


Hankscraft! et AY) Ya 


*Display designed by Zipprodt, Inc., Chicago 


free book 


Detailed information and drawings 
on all basic Hankscraft models to- 
gether with special motor applica- 
tions. Description of our free engi- 
neering service that helps you plan 
the animation for your displays. 


<< AK : THE HANKSCRAFT COMPANY 
=i 4s: REEDSBURG, WIS. 
— ay Hf as Sales offices in these principal cities: 
—— ah CHICAGO © PHILADELPHIA 
Let Hankscraft - MINNEAPOLIS * NEW YORK * DALLAS 
engineer the animation TORONTO (Ontario) 
SAN FRANCISCO (Erlach Lee Company) 


THE HANKSCRAFT COMPANY 
Reedsburg, Wisconsin 


Please send me FREE manual on Hankscraft Display Motors. 
Name......... 
Company 


Address.......... 


porno 
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SIRT 


New “M” for Monsanto . . . Following 
extensive tests for a more _ readable 
trademark, Monsanto Chemical Co. has 
changed its block ““M’’ trademark from 
the old (left) to the wider type face 
(right). 





New Monsanto Trademark 
Adopts Wide Type Trend 


Long recognized as one of in- 
dustry’s best-known trademarks, 
the block “M” trademark for Mon- 
santo Chemical Co., St. Louis, has 
adopted today’s popular wide-type 
trend after extensive testing by the 
company for a more readable sym- 
bol. 

Major face-lifting for Monsanto’s 
“M” was the elimination of a hand- 
lettered Roman typeface for a hand- 
lettered Gothic typeface that offered 
increased width in the letter. 

Other revisions included the re- 
moval of the horizontal rule over 
the word “Monsanto” within the 
the “M” block and a more oe 
notched letter. 


Lazy Tongs Make 
Shelves Adjustable 


A new type of point-of-purchase 
display fixtures has been developed 
by the Evans Specialty Co., Rich- 
mond, Va. 

Based on the lazy tong principle, 
the shelves can be adjusted to vary- 
ing heights to take care of the 
specific merchandise being dis- 
played. Glass shelves can be sub- 
stituted for the standard all-alu- 
minum shelves. Fixtures are easy to 
clean, light in weight and ideal for 
multiple merchandise displays. 44 





- These all-aluminum 
can be adjusted 


Lazy Tongs . . 
fixtures 
heights according to the size of the 
merchandise on display 


in 
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Stout outdoor baked enamel metal The Stout Sign Company is now 






signs represent the lowest cost and serving many of the nation’s lead- 





the most effective means of ad- ing advertisers. Your sign program 






vertising a product or service and can be placed in our hands with 





identifying a dealer. complete confidence. 







4 STOUT SIGN 





WRITE 
FOR CATALOG 
















THE FINEST IN WIRE DISPLAYS 








varying 





... for fap a 
Purchase! ° 












































> Over 25 years experience, 
_ 4021 successful applications 
+4 manufacturing plants 
a with 112,300 sq. ft. of modern facilities. 


> Complete design and engineering services. 





aii » Drop shipping and warehousing facilities. 


Write for illustrated folder 


 Uashvill Dispel (PME 


MANUFACTURING COMPANY 
@ 2505 Bransford Avenue @ Nashville, Tenn. 






Phone: 
CYpress 7-4379 







P.O. Box 491 
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ELECTRO 


MOTION re 


TURNTABLES 
Trash Baskets . . . These come 


DEPENDABLE in two sizes, and ads can be 


posted on all four faces. AL aT 


MOTION FOR ia 
YOUR PROMOTION Pr 


re, at jower 
entables offer ONLY complete 
rey UL approval Com 


: of- 
jectro-Motion > 





s 5—2510.5 75\b.; 1501b. \oad. 
rders for ecials invited. 


price 
ze 
*% Compare price 


% Look for Underwriters itabel 
% Demand ‘dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 


‘ 





Ingenious is the word for the 
Italians. New and unusual ways of 
getting the name of a product across 
to the public have been developed 
by these inventive people. 

The media illustrated here have 
been developed by various city 
governments. Hard pressed for 
funds to supply their citizens with 
various municipal facilities, the 
communities have examined all the 
places on city property that can 
carry ads, and have leased out 
space. The net result: more facili- 
ties for the taxpayers with no in- 
crease in taxes to pay for them. 


o 
= 
© 
° 
s 
© 


EIGHTEEN STYLES 


OS80-% WM /'A'N "SAV Hisid 22 3 i1d3a0 ‘O90 wB11371 BOVNO 


UPPER PICTURE 

Clocks . . . Many clocks, each with its illuminated sign, 
appear on the streets of such cities as Milan. Streetcars 
also carry smaller clocks. 





, = LOWER PICTURE 
Send for tree samples and catalog Telephone Booths . . . Decals, mounted on the glass of a 


public telephone booth, call attention to a detergent. 


oo 
Designing for Posters? 
See AR for December! 
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| Havetun | GREYHOUND 
Street Name Plates . . . Re- ' sieve) 

placing wooden or metal plates, 

almost invisible at night, are 

these twin, electrically-lit, 

signs. Similar ads appear in 

parking notices along the 


curbs yo" Attractive 


Advertising o. vusines 


cars without any marring or dam- 
age to car. No holes to drill. Signs 
are removable in one second. Quick 
easy economical copy _ changes. 
“These are only part of many ad- 
vantages had with exclusive pat- 
ented Bumpa-Tel Signs.” 


FLEET OPERATORS: Take 
advantage of the advertising value 
of your cars. 


ADVERTISING AGENCIES 
AND SIGN COMPANIES: 


Sell these to your customers. Write 
us for details. 


He ea 


TOUR 


Street Markers (left) . . . To designate pedestrian crossings, these U. S. PATENTS 
‘“‘nails’’ are imbedded in the pavement. Here an aperitif has its name 
repeated at a busy intersection 


Straphangers (right) . . . Most ingenious are these straps for passengers GLOSSY Midi Wis 


who can’t get a seat. In addition to the fixed copy on the face of the 
panel, there is a cylinder which revolves as the handle is pulled, a i QUANTITY 
quarter turn at a time. This allows the jostling of the car to change 


the punch word 


AN. PAT. PEND. 


MOUNDS, ILLINOIS 
Cc 


Ad managers, agency men, public relations men 
... need quality glossy photos? 


ZEPP offers: 
@ Prompt Service 
@ Top Quality Reproduction 
@ Low Price 
Glossy Post Cards...........$.05 each (100 lots)* 
5x7 Glossy Photos.........$.06% each (100 lots)* 
8x10 Glossy Photos........$.08% each (100 lots)* 


*Complete price list on request 


a, —: E* — 
PHOTO SERVICE 


Mail Boxes . . . Posters are 3042 Greenmount Ave., Baltimore 18, Md. 
OO ee EET ARIS Se STE RIT Ree PE RRR wee 


mounted on and above mail 
boxes, which are usually placed 


Sc Amalie Pax anon pee 


Tough, permanent, waterproof Vinyl Plastic 
— applied without water under all 
weather conditions. Write for free 
samples and estimate — TODAY! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 
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Give them a 


, HENNESSY 
HOLIDAY 


Happiest choice of the season 


Here’s a merry message that’s a pleasure to send and sip. 
The very finest is always the highest compliment. 

But not always the costliest. For Hennessy’s delightful gift- 
packages come in a wide range of prices. 


ARMCHAIR SHOPPING SERVICE! Hennessy is available everywhere, but 
you can now send Hennessy Cognac as a gift to friends and business associates 
in 31 states. For complete information, write, wire or phone: Beverage Gift 
Service, Dept. H, City National Bank Bidg., Beverly Hills, Calif. CRestview 1-6286 


* * * 
J COGNAC BRANDY 
84 proof Schieffelin & Co., New York 





ye i “ERE 
MONTH-AT-A-GLANCE 


promotes year ‘round 
good-will and sales! 











Useful! Handsome! 


A remembrance that will keep your firm's name in mind all 
year ’round. Your company’s name or trade-mark can be 
imprinted on the cover; sales messages can be bound any- 
where in the book. This unusual Nascon record book can 
promote year ’round sales and good will for you! 


Act now—make this year’s gift selection the efficient Nascon 
Month-At-A-Glance Book. ideal for planning, appointments 
and memoranda on a monthly calendar basis. In rich library 
colors; simulated and genuine leathers. 


Without obligation, send today for full details and a free copy 
of the folder, entitled, “HOW YOU CAN PROMOTE SALES.” 


NASCON PRODUCTS—SPECIALTY DIVISION "Nea 


- AKT a 
Division Eaton Paper Corporation ATA-GLANCE- 


Products 
475 FIFTH AVENUE NEW YORK 17, N. Y. Perey 
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Anyone for Premiums? 


@ Don’t use a premium just to be doing something 
@ Fit your premium to your brand’s marketing concept 
@ Follow this eight-point approach to planning 


By Jack Doran 

Promotion Services Director 
Lever Brothers 

New York 


The title “Anyone for Premi- 
ums?” is an obvious takeoff on that 
old rallying cry “Anyone for Ten- 
nis?” I have heard the athletic ver- 
sion used most often at social gath- 
erings where it really had nothing 
to do with playing the game of ten- 
nis but instead was meant to inject 
new life in a party which was go- 
ing dead. In other words, this 
facetious remark is a more or less 
last ditch attempt to alleviate group 
boredom. 

Here’s where the similarity strikes 
me in the way a great deal of so- 
called “premium planning” is done. 
Too often, when other promotional 
devices have been reviewed and 
discarded, someone will come up 
with “Why don’t we use a premi- 
um?” simply because all other ave- 
nues have been explored and found 
wanting. 

In substance, the premium be- 
comes a lame excuse for having 
some kind of promotional activity. 
It is a last resort, the product of 


This article is based on a speech de- 
livered by Mr. Doran before the Pre- 
mium Advertising Conference, Hotel 
Sheraton-Astor, New York. 


tired minds who have collectively 
reached the end of the rope, after 
several futile attempts to solve the 
problem via other means. 


> Let’s tune in on specific examples: 
First, we have assorted approaches 
which, however, have a common 
affliction—Budgetitis. 

In this category the thinking 
usually runs along one of these 
lines: 


1. “We have only enough money 
to spend 10c for an in-pack premi- 
um, what can we buy for that?” 


2. “Gentlemen, let’s face it, we are 
over-spent on our promotion budg- 
et but we still need some gimmick 
if we are going to make quota. How 
about a self-liquidating premium? 
This won’t cost us anything and if 
we come up with the right kind of 
value, we might even be able to 
make a little money.” 


3. “I happen to know that the Jones 
Company is stuck with premium 
item X. I’m sure they will make 
us a bargain price on the quantity 
we need for this promotion.” 


4. “I think we ought to use premi- 
um item X since we don’t have to 
commit ourselves for any minimum 
quantity.” 

> Another example of real smart 
premium planning is the copy-cat 


approach. More often than not this 
is based purely on exaggerated suc- 
cess stories fed by suppliers or the 
heavy advertising and publicity run 
in support of a particular premium 
offer. There are, of course, premi- 
um programs which bog down in 
the execution phase but many more 
failures can be traced back to the 
initial planning stage. Before con- 
sidering such matters as premium 
selection, costs, details of offer, etc., 
there are these basic questions that 
need to be answered: 


1. Will the use of a premium fit 
the brand’s over-all marketing con- 
cept? 


2. Will a premium operation be 
compatible with the advertising 
strategy? For instance, some very 
well thought out premium offers 
have failed dismally because they 
required print advertising 
support. This support was not forth- 
coming simply because of rigid long 
term commitments in 


strong 


television 
and/or radio, making it impossible 
to divert sufficient money to the 
right media. 


3. Is the selling force equipped to 
promote the offer to the trade and 
follow through with the right kind 
of in-store 
could 


merchandising? This 
mean that salesmen who 
have been conditioned to working 


on price-off package deals, cou- 
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poning, and the like, find it difficult 
to get much mileage out of a more 
“intangible” promotion device, for 
instance, a mail-in premium offer. 
Unless they are properly trained 
and enthused to get out and do 
their part of the job, the results 
are likely to be disappointing both 
in terms of sell-in against the offer 
and getting all-important dealer 
tie-ins and display activity. 


These then are some of the broad 
strokes, but is only after we have 
thoroughly examined and evaluated 
the strategic areas that we can con- 
fidently move on to a consideration 
of the premium situation per se. 

If the facts in the case should fa- 
vor the use of premiums or, at the 
very least, show no valid reason 
why they might not work, then our 
job from this point on becomes a 
lot easier. 

The reason is quite simple. The 
spade work which we have done 
inevitably brings to light the ob- 
jective which the premium program 
must attain if it is worth under- 
taking. And, let me repeat, this ob- 
jective must be part and parcel of 
the immediate and long term goals 
that have been set for the brand. 
Once we know what we are setting 
out to accomplish, we can then cut 
the cloth to fit the pattern. 


> The objective must be clearly la- 
beled as such and spelled out in 
detail. Generalities won’t do be- 
cause if you just put down some- 
thing like “expand distribution” or 
“sample new users,” you will run 
into all kinds of problems and con- 
troversy when the time rolls around 
to do the post-mortem evaluation. 

Here are examples of objectives 
which were sharply defined at the 
outset: 


® Objective: Clear the way for new 


Hey, Mom, here's the cereal with 
that free rubber ball! 


104 + ar + November 1957 


package introduction ... A com- 


pany was about to make a radical - 


change in package design, accom- 
panied by a minor change in prod- 
uct, and was faced with the problem 
of cleaning out existing trade in- 
ventories. After considering all as- 
pects of the situation, it was decided 
that the most economical and effi- 
cient way to move out current 
stocks was to offer a free mail-in 
premium. This involved no money, 
merely multiple box tops as proof 
of purchase. 


© Objective: Get extra in-store dis- 
plays...A non-food product, with 
no particular holiday appeal, had to 
find a way to get special display 
treatment during the month of De- 
cember. 

By using a toy, which had been 
pre-tested for popularity, this man- 
ufacturer was able to get its share 
of island end displays. The premium 
was used in these displays and, 
while the actual returns were only 
fair, the primary objective of the 
promotion was achieved. And, more 
importantly, total consumer move- 
ment went up as a direct result of 
greater point-of-sale exposure. 


> We now come to the selection of 
the premium itself. Again our prior 
analysis of the brand’s over-all 
problems and opportunities gives us 
direction. We know offhand what 
kind of item will fit the bill; its pri- 
mary appeal, whether adult, men, 
women, teenagers, kids, etc., 
whether there are any peculiar so- 
cio-economic factors involved, the 
makeup of the offer, whether it 
should be a free factory pack, a 
self-liquidating pack, a sendaway 
completely self-liquidating, a free 
mail-in and the like, whether there 
is any particular seasonal appeal, 
geographic variations and so on. 

After we have lined up the maxi- 
mum number of possibilities, we 
can then proceed to pare these 
down to not more than five or six 
candidates to be tested. Judgment 
prevails in this process of elimina- 
tion. 

Costs, problems of handling, mail- 
ing, packing, minimum commit- 
ments and availability are all con- 
siderations. 


>I do not propose to get into a 
detailed discussion of the techniques 
involved in determining consumer 
preference of premiums. I would 
like to point out, however, that this 
kind of research, in the main, could 
stand a good deal of improvement. 
Some companies still stake a major 
and costly premium venture on the 
basis of taking an office poll or 
soliciting the advice of their wives. 


Then they wonder why the premi- 
um was a flop. 

In some instances even a properly 
conducted consumer test is not 
enough. Before going out on a limb 
on a large-scale premium promo- 
tion, limited market tests are some 
times necessary. Fortunately, most 
of the veteran premium users are 
able to save the time and expense 
in taking this extra testing step ex- 
cept in those relatively few cases 
where they do not have available 
track records to guide them in going 
right ahead with an expanded pro- 
gram. 

We must proceed with caution, 
however, whenever past perform- 
ance is being used as a guidepost 
in arriving at future premium de- 
cisions. There are too many vari- 
ables, and the competitive tempo is 
such that what happened yesterday 
may not be at all true in today’s 
market. 


> To sum up, here are a few tips on 
premium planning that may well 
prevent those “morning after” 
blues: 


1. Take a careful look at the 
brand’s over-all marketing picture. 


2. Check into the premium’s re- 
lationship with the advertising 
strategy. 


3. Review the attitudes and abili- 
ties of the sales department. 


4. Set a clearly defined objective. 


5. Build the program to meet this 
objective. 


6. Run a consumer preference test 
that will produce valid results. 


7. Use tests in the market when 
additional information is needed. 


8. Finally, make sure that your 
historical data is so organized and 
up-dated that it becomes a useful 
tool whenever your thoughts turn 
to the use of a premium. 44 


Appealing Premiums... 


New York Show 
Offers Popular Items 


Perhaps one method of judging 
the appeal of an item as a premium 
or a sales incentive is to note its 
basic appeal to those visiting or ex- 
hibiting at a convention. Another 
might be to run down the list of 
items offered as door prizes in the 
drawings at a conference in connec- 
tion with a convention, for example, 
at the New York Premium Show. 

When an item has both booth and 
door prize appeal, perhaps you have 
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e SCREEN PROCESS INKS 


e PAPERS AND CARDBOARDS 





e WATER COLORS 

e COATED FABRICS 

e BULLETIN COLORS 

¢ QWIK-SPRAY PAINTS 


e PRESSURE-SENSITIVE ADHESIVE PAPERS 


For a free color selector and RADIANT COLOR COMPANY 


address of your nearest sup- 


steal iets hae 10 830 ISABELLA STREET, OAKLAND 7, CALIFORNIA 





a hot item. In a booth you may find 
a display of magnetic earrings. The 
door prize program may include an 
electric can opener. On the street 
outside you might notice a half-size 
truck which gets a big play from 
the tv news programs. Few, if any, 
products attract three-way interest, 
but one or more helps indicate more 
than passing interests. 

Among such items which at- 
tracted the attention of AR’s staff 
via booths, door prize lists and out- 
side interests were these: 


Duffie-Type 
Picnic Bags 


Two new Thermo- 

Keep bags, the 

Duffle and Capri 
premiums introduced 
by Nappe-Smith Mfg. Co., Farm- 
ingdale, N.J. 

Both are crushable, non-metallic, 
insulated picnic bags weighing 12 
lbs. The Duffle Cooler has a verti- 
cal stripe pattern, the Capri a 
nautical design. Both come in 214- 
and 4-gallon sizes, retailing at 
$4.98 and $6.98. They are made of 
Koroseal, and close with a draw- 
string top. 

They offer insulation without 
weight and can be crushed flat 
when empty. 


coolers, are 


. for more details circle 601, page 113 


Premium Picnicker Colorful Capri 
Cooler is one of two collapsible, insu- 
lated picnic bags introduced by Nappy- 


Smith 


Japanese 
Optical Goods 


Quality Japanese 
optical goods are 
featured in the 
1956-57 catalog of Astra Trading 
Corp., New York. 

Among the Japanese items shown 
are a 3x center focus field glass at 
$1.90, plus precision binoculars and 
opera and sports glasses. 

. for more details circle 602, page 113 
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Premium Plunder .. . A lush plus in the 
premium field has been introduced by 
Coro Inc., in a $100 three-tiered box 
filled with feminine fancies by Coro. 


Box And A 
Jewelry 


three-tier vel- 
vet-lined jewelry 
box with mirror 
plus drawers and trays to hold 
women’s jewelry has been intro- 
duced as a premium by Coro Inc., 
New York. 

The box comes with Coro jewelry 
such as necklace, bracelet, earrings, 
pearl rope, stones to fit necklaces, 
and brooches. The outfit retails at 
$100 including tax. 


. for more details circle 603, page 113 


Safety Literature is avail- 
Headlight able describing a 

multi-beam safety 
flashlight with which the user can 
see and be seen. 

Eric Wedemeyer Inc., New York, 
is offering the flashlight as a pre- 
mium. It was designed by his or- 
ganization and manufactured in 


Tokyo. 


A prismatic lens head projects a 


beam straight ahead while pro- 
ducing a soft glow on the user and 
surrounding areas. The head comes 
in red, white or yellow tops. The 
glow comes from the colored side- 
walls of the head. 

. for more details circle 604, page 113 


Half-Size 
Truck 


“Small ticket pre- 
miums are a thing 
of the past; chil- 
dren want the real thing,” accord- 
ing to Robert Gennaro, general 
sales manager of Robel Corp., Ber- 
wick, Pa., manufacturer of half- 
size trucks. 

Robel’s Divco power truck is 43” 
high, 68” long and 36” wide. It has 
a Fiberglas body, is powered by a 


154-hp aircooled engine or a 12- 
volt engine operated with dry cells. 
Truck speed, while up to 13 mph, 
is preset in the factory at 5 mph. 

The truck, displayed at the New 
York Premium Show, can be used 
in promotions such as free rides 
in supermarket parking lots, com- 
munity parades. It can be obtained 
in replica of company delivery 
trucks with the firm’s name on side 
panel. 

According to Mr. Gennaro, or- 
ganizations are using the premium 
to build goodwill, create traffic and 
increase sales, and it has been used 
on children’s tv shows as a contest 
prize, by organizations as a sales 
incentive. 


- for more details circle 605, page 113 


Leather A 
Ice Bucket 


replica of the 
leathe r-cov- 
ered fire buckets 
popular with residents of New York 
City in Gov. Peter Stuyvesant’s 
time has been resurrected as a pre- 
mium for U. S. Luggage & Leather 
Products Co., New York. 

Offered as an ice bucket, it 
measures 13” high and 8” wide. It 
has a reproduction of the Papette 
horse-drawn fire engine and whole- 
sales at $25. 

Matching ashtray and_  cigaret 
lighter cost $10 each wholesale. 

. for more details circle 606, page 113 


Interchangeable Jewelry .. . New Leder- 
er jewelry sets feature magnetic bases 
for interchanging stones. 


Magnetic 
Earrings 


Magnetic, inter- 
changeable ear- 
rings and_ collar 


sets for women and tieclasp and 





cufflink sets for men are new pre- 
miums by Lederer Bros., New 
York. 

As creators of Lady Ellen pearls, 
Lederer offers the lines in Lady 
Ellen and Lord Ellery sets. They 
are designed with a permanent 
magnet to which any one of a num- 
ber of pearls can be snapped on 
and off. To change it, the user re- 
moves the pearl button and re- 
places it with another to match her 
costume. The sets come packaged 
in jewelers’ cases. The magnets are 
attached to the base of the jewelry. 

- for more details circle 607, page 113 


Windshield A car window 
Scraper brush, the Tele- 

scopic Sno-off, by 
Osrow Products Co., Glen Cove, 
N.Y., performs a number of func- 
tions besides telescoping to fit into 
the glove compartment. 

It’s a combination snow brush, 
squeegee, icescraper and upholstery 
brush. The telescopic handle can 
be adjusted for longer reach. The 
brush features continuous _ strip 
bristles. The Sno-Off is made of 
plastic, with reinforced steel con- 
struction. 

- for more details circle 608, page 113 


Christmas Coming Close... 


AR Presents Its 
Final Selection 
Of Business Gifts 


As you look over this third—and 
final—roundup of business gift sug- 
gestions culled by AR editors for 
Christmas, 1957, you may be feeling 
the first nervous tweaks of a gift- 
deadline creeping up on you. 

If so, we hope you'll find the 
“right gift” in either the following 
items, or in those listed in Septem- 
ber and October issues of AR. 

Put together, the three months’ 
listings of business gifts represent a 
fairly complete “catalog” designed 
to help you select not just a gift 
but a gift that will compliment you 
as well as the receiver. 

As in the previous two listings 
this last roundup includes gifts in 
a variety of prices and personal 
tastes. 

Here’s hoping we’ve made your 
Christmas hunting easier! 


Does outdoor air bring out his 
is flair for 


melt in 


broiling “steaks that 


mouth’? Then he’s 
a gift that’s 


centered around barbecues or picnics. 


your 


bound to be pleased with 


® Covered Wagon The ulti- 
mate in barbeque equipment, this 
handsome covered unit can bake, 
roast, and fry as well as barbecue. 
Oven is of canvas-stipple copper- 
tone aluminum, with dark-grained 
Hickory handles. Steel chassis has 
10” semi-pneumatic rubber tires. 
Size is 4114x2434x46”; weight is 
67% lbs. Price, complete, is $99.50 
(west of Rocky Mountains, $109.50). 


George Henry Co., Morton 
Grove, Ill. 


@ Barbeque Set . . . Genuine “tool 
stock” wood handles give this set 
a distinctive appearance in addition 
to keeping the chef’s hands cool 
and comfortable. Three-piece in- 
cludes long-handled fork, turner, 
and knife with an eight-inch, hol- 
low-ground blade. Stainless-steel 
heads are easy to clean. Complete 
set is priced at $4 retail. 


Parker-Gaines, 38-06 31st St., 
Long Island City 1, N.Y. 


e@ 25-Piece Picnic Kit . .. All the 
essential barbecue and picnic tools 
plus several extras packed in a 
Scotch-plaid carrying case that’s 
perfect for toting. Set includes bar- 
becue cooking tools, knives, forks, 
spoons, salt and pepper shakers 
plus a can opener. Case measures 
14x12”, and weighs four pounds. 
Complete sets are priced from 
$12.60 to $10 depending on the quan- 
ity ordered. Sets with gold-stamped 
Steerheads on each tool are also 
available at a slightly higher cost. 


Utica Cutlery Co., 819 Noyes 
St., Utica, N.Y. 


® The Little Traveler . 


ADVERTISING 
PENCILS 


Now, you can have your 
complete letterhead, including 
trade-marks, cuts, etc., 
printed in two colors on your 
advertising pencils with the 
amazing Cincinnati 
“Spectro-Print” process. For 
free samples and details, 
send coupon today! 


SELF-LIQUIDATING 
PREMIUM PENCILS 


0 
Vv 
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a 
a 
= 
a8 
ont 
8 8 
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q 
Vv 


Offer six quality pencils 
imprinted with buyer’s name 
in gold for only 25¢ to your 
customers. Just print offer on 
your package —costs you 
nothing — we handle all 
details including shipping. 


CINCINNATI PENCIL CO. 


NITRO, WEST VIRGINIA 


? CINCINNATI PENCIL CO. 
i Nitro, West Virginia 


Of Please send FREE samples and details on 
J the “Spectro-Print” process. 


a 
Name 

s 

B Company 

4 Address 

i 

Bi City Zone——State 

Remo meee ome eee oS 
ESTABLISHED SPECIALTY SALESMEN: A few 


choice U.S. Territories available. Write for in- 
formation. 
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mediate holiday enjoyment plus fu- 
ture picnic pleasure in a Chinese 
wicker picnic basket that comes 
packed with an exciting selection of 
party, cocktail and picnic foods. 
Price of basket, with foods, $5.95. 


Evropean Import Co., 
P.O. Box 2205, Houston, Tex. 


ry Can you reach him at the office 
4» * 


Le, long after the “shop” is closed? 
Then remember him with a gift he 
can enjoy there. 


e Tel-Pad-Dex Desk Organizer ... 
Distinctive ingenuity in a desk unit, 
that holds the executive’s phone, 
pencils, a 500-sheet, 4x6’ memo 
pad, an expanding phone index, a 
cup to hold paper clips, rubber 
bands, etc., plus a built-in phone- 
call timer. Made of durable Royalite 
with felt-covered Masonite bottom, 
the 1734x1234” unit is available in 
walnut, red, black or grey. Price 
range is from $22.50 to $27 depend- 
ing upon size of order. 


J. B. Carroll Co., Carroll & 
Albany Av., Chicago 12 


® Executive “Time-Teller” 
unusual desk clock 
black that 


——o 
in brass and 
shows the hours re- 


volving past a stationary hand while 


a moving sweep-second band car- 
ries a personalized message round 
the clock. Available with pen and 
built-in holder, the unit is priced 
between $12 and $14. 


J. J. Mover Co., Swampscott, Mass. 


@ The Empire Indicator ... A com- 
bination barometer and humi- 
therm, this richly engraved model 
is shaped like an old-fashioned 
pocket watch with three gold- 
stamped, pearl-finished dials to 
show the humidity, temperature, 
and barometer changes. Model is 
744” in diameter and comes 
equipped for either desk or wall 
use. Factory guaranteed, the Em- 
pire is priced at $16.60 in all 
quantities. No federal excise tax 
required. 


Giv-A-Gift Inc., 310 Bridge 
St., Brooklyn 1 


® The Consul Case A con- 
venient traveling companion, this 
two-pocket briefcase can expand 
without bulging to a full three- 
inches for maxiumm capacity. Made 
of leather-look Vinyl, the Consul 
case comes with a polished brass 
fastener, 24K gold personalized im- 
print, and in a variety of colors. 
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Prices range from $2.36 per unit to 
$1.74 on quantity orders. 


Hill Novelties Mfg. Corp., 
143 W. 29th St., New York 1 


If you know nothing about him 
it except his name and his com- 
pany you can still be a thoughtful 
Santa with one of the following. 


® Personal Interest Ties . . . Dis- 
tinction with a difference in an as- 
sortment of handsome, finely-fin- 
ished ties that can be personalized 
with the recipient's name, initials, 
or a symbol of his profession or 
favorite hobby. Available in navy 
blue, brown, red, or midnight, the 
ties are of pure silk barathea, silk- 
lined at both ends. Motifs are hand- 
painted. An illustrated catalog from 
the company shows a wide variety 
of styles and patterns currently 
available. Prices range from $5 to 
$7.50. 


G. S. Harvale & Co., 
100 Fifth Av., New York 11 


Pocket Rain Coat... 


® Portfolio Plus 
rainy day, the 


... A book for a 

attractive cover 
opens up to reveal a_smartly- 
tailored raincoat of heavy-gage 
vinyl. The leather-grained portfo- 
lio is stamped with title plus volume 
number, and can be used to carry 
papers and documents as well as 
the rain gear. Raincoat comes with 
an unconditional guarantee certifi- 
cate. Prices start at $2.98. 


Almac Mfg. Inc. P.O. Box 139, 
Washington, Ga. 


@ Personalized Old Forester 
Famous Old Forester in a dis- 
tinctively styled bottle with a green 
suede label that bears the name of 
the recipient printed in gold. Gift 
bottle comes packed in a _ green 
simulated elephant skin gift box. 
Retail price is in the $6 to $8 
bracket depending upon the indi- 
vidual state tax. 


Brown-Forman Distillers Corp. 
Louisville, Ky. 


® Personalized Vu-Lighters 
Wind-resistant pocket lighters with 


transparent fuel reservoirs that 
contain floating dice, a four leaf 
clover, St. Christopher Medal or 
his favorite sports symbol as a dis- 
tinctive personalization. Lighters 
are available with tinted reservoirs 
and matching bands. Price is $3.95. 
Desk lighters with molded mina- 
tures of the executive’s product or 
logo are also available. 


Vu-Lighter, Div. of Scripto Inc., 
P.O. Box 4996, Atlanta 


® Sterling Silver Pen Set ...A 
Florentine design of rich sterling 
silver inlay gives this smart set 
that quality look. The pen is a slim- 
line retractable model with a triple- 
tested cartridge. The matching me- 
chanical pencil has a precision, re- 
pel and expel mechanism. Available 
in black, red, green or blue, each 
set is distinctively packaged in a 
leather-covered metal box with 
a silk lining. List price is $3.95. 


Alva Pen Co., 74 Fifth Av., 
New York 11 


If you’ve a hint as to his hobby, 


sey, then choose 


something along 


those lines. 


@ Foursome Bridge Set Just 
the gift for a bridge fan, this hand- 
some set includes two decks of Con- 
gress plastic-coated cards in as- 
sorted designs, a score pad, gold- 
plated mechanical scoring pencil, 
the latest edition of Hoyle plus four 
silver-trimmed coasters and four 
12-ounce crystal glasses in a gay 
card motif. Price, per complete set, 
is $11.76 in small quantity orders. 
Larger quantity discounts are avail- 
able. 


Distinguished Gift Mfg., 1700 
Westfield Av., Waterloo, Ia. 


Record Rack... 


® Chairside Record Browser ‘ 
A “find” for the Hi-Fi fan on your 
list, this convenient record holder 
enables leisurely arm-chair brows- 
ing through an entire collec- 
tion of 125 albums with a full-front 
view of every album cover. Made of 





heavy-duty, wrought iron, the unit 
measures 19x14x21” and has a safe- 
ty design that holds the albums 
securely in upright position. Price 
is $8.95. 


Leslie Creations, 
Lafayette Hill, Pa. 


® Flip-it King ... A “shutterbug’s” 
delight in an ingenious photograph 
album that holds 20 snapshots per 
page in two rows of 35¢x5” acetate 
pockets. Available with personal- 
ized imprint and _ antique-design 
border in Regaltex or top-grain 
cowhide. Loose-leaf, ring style al- 
bum measures 10x13’. Prices range 
from $4.50 to $12 depending on the 
type of cover and size of order. 


Regal & Wade Mfg. Inc., 
Marpeth 78, N.Y. 


© Handmade Flower Pots .. . Cre- 
ated by the Meindert Zaalberg stu- 
dio in Holland, these ceramic pots 
will please anyone with a “green 
thumb.” Their rough dark texture, 
muted colors and fine designs will 
fit in with almost any type of room 
decor. Prices range from $3.50 to 
$35 per container depending upon 
the size and style of the item or- 
dered. 


International Designers Group Inc. 
Madison Av. at 83rd St., New York 


Does he like to entertain? Then 
i, anyone of the following “gra- 
cious-livers” will convince him you’re 
a gracious giver. 


e Filled Ice Tubs . . . Your choice 
of the famous Mocha and Rummy 
sticks or a one-pound Round Aris- 
tocrat Fruit Cake in an attractively- 
decorated glass ice tub that gleams 
with a highly-finished brass frame 
and handle. Prices range from $4.95 
to $6.15 per unit depending upon 
size of order. 


Executive Gifts Inc., 1715 
Church St., Evanston, Ill. 


© Twin Hot Server . .. Waffle and 
pancake serving goes elegant with 
these graceful syrup and melted 
butter containers perched in a 
glowing copper holder over the 
warmth of candles. Containers are 
of heat-resistant glass with copper 
trim and hinges set off by black 
plastic handles. Four, 4-hr. smoke- 
less candles are included with each 
gift-packaged set. Retail 
$5. 


price is 


Club Aluminum Products 
1250 Fullerton, Chicago 14 


@ Crock O’ Cheese . . . Traditional 
stone crock jars, in earthenware 
brown, chock full of tangy Ye Olde 
Tavern sharp cheese food. Christ- 
mas-packaged in cellophane, the 


for a 
v 


You choose the price— 


Pick your price and we mail gift-greeting 
folders (inscribed with your name). The 
choices come back to us and we mail the 
gifts (again, in your name). Cost in- 
cludes everything: hand addressing and 
inscribing; all wrapping, mail, postage 
and insurance; all, taxes and a gift of 
guaranteed satisfaction. 


reene ee 


He’ll choose the gift— 


The gift-greeting folder holds an 8-page 
booklet picturing and describing 10 to 14 
gifts of the price group you selected. He 
checks his choice on the postpaid Certif- 
A-Card and returns it to us. This free- 
dom to select is half the fun of getting 
—and the gift is sure to please. 


As the original plan of this kind, Certif- 
A-Gift has exclusive rights to many qual- 
ity names, 


Dept. 3117 
829 Chicago 


| | Avenue 
company 
| | |) Evanston, 
Ulinois 


Eagle Imprinted Bal- 
loons are economical 


salesmen — good will 
builders. 


<* 


$ 4.85 
9.80 

| a 12.30 
¥ 24.40 
49.50 

\ 75.00 
100.00 


SS Kodak 

Sheaffer 

Xx ~ Orrefors 
Taylor 

Al Longines 
Hudson Bay 
Gorham 
Spri Id 

| Beepatt 

xe Shop Early —write 


KS Fostoria 
Fieldcrest 
Troy Robes 
Robeson 

bony today for catalog 


Consult us on your 
promotional problems. 
We offer Prompt Ser- 

vice, Fast Delivery, High “« 
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< here’s a 
better way 
to be 
remembered 


Everyone will remember your 
name, firm, or product when you 
leave imprinted Listo Marking Pen- 
cils. Here’s why... Listo is handy. 
It makes a clear, bold mark on any 
surface! That’s something everybody 
appreciates. And each imprinted 
Listo you give costs less than 25¢. 


REFILLS in 


black, red, 
blue, yellow’, 
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crocks are available in a 45-ounce 
size in the $5 range, and a 22-oz. 
size in the $3 range. 


Cheese Products Co., 3941 
W. Lake St., Chicago 24 


® Tea Shelf . . . Specially packed 
for the true tea fancier, this hand- 
some crimson and gold package 
contains three quarter-pound tins 
of Her Majesty’s Blend, Darjeeling 
and Earl Grey tea. Price, per dozen 
units, is $8.40. 


Shaffer Clarke & Co. Inc. 
18 E. 48th St., New York 17 


® Culver Glassware .. . Styles un- 
limited and patterns that range as 
far as your imagination are illus- 
trated in a catalog from Culver 
Glassware. Prices range from $2.25 
to $5 per set of glasses depending 
upon the pattern desired. The cata- 
log also shows a variety of Culver 
bar accessories. 


Culver Glassware Co., 2932 
W. 12th St., Brooklyn 24 


® Crafted Steak Sets .. . Fine Walt- 
craft steak knives that have sport 
scenes etched in color on the stain- 
less steel blades, and handles of 
genuine stag. Complete set of six 
knives is packaged in a soft leather 
case. Prices, per set, range from 
$12.80 to $16.64 depending upon the 
quantity ordered. 


The Waltcraft Line, 1160 N.E. 
24th Court, Fort Lauderdale, Fia. 


e Salton Hotrays Automatic 
electric trays that solve “round the 
clock” serving problems by keeping 
food hot for hours without drying 
out the flavor or texture. Available 
in a variety of styles and sizes, the 
Hotrays have shatter-proof, radi- 
ant glass heating surfaces, silver- 
finished aluminum frames, protec- 
tive plastic feet, non-heating han- 
dles, and thermostatic heat controls. 
Retail prices range from $5.95 to 
$49.95 according to size and style. 


Salton Mfg. Co., 312 E. 
95th St., New York 28 


Does he show a taste for the 
EY unusual? Then he'll like a gift 
that verges on the “something differ- 
ent” side. 


© Jeppesen Maps .. . Designed in 
a new technique, these beautiful 
maps show every feature of the 
land in its true color, shape, and 
position as the viewer would see it 
from the air. The colors used for 
the various areas are the prime 
colors seen during the chief season 
of growth. Easy to read, in addition 
to being beautiful, these maps use 
no obscure symbols to “translate” 
but rely on the viewer’s natural 
recognition through the rtist’s 


authentic “modeling”. Among the 
maps currently available are a 
58x38” wall map of the United 
States for $10; and a 60x35” world 
wall map on plastic paper with 
a “round-the-world” clock dial for 
$14.95. Quantity discounts start with 
purchase of five or more wall maps. 


J sen & Co., Stapleton Air- 
field, Denver 7, Colo. 


© Framed “Nebbishes” .. . “Blithe 
Spirits” will like laugh-provoking 
series of framed plaques showing 
the famous Nebbish characters or 
humorous slogans. The prints show 
typical Nebbish situations and the 
slogans include “Money isn’t every- 
thing, but it’s way ahead of what- 
ever’s in second place,” “Do it to- 
morrow, you’ve made enough mis- 
takes today,’ etc. Plaques are 
priced at $1.50 each, or $9 per doz- 
en. 


Bernad Creations, Ltd., 923 
Old Nepperhan Av., Yonkers, N.Y. 


® Office Brass . . . Custom-designed 
brass items to tickle the fancy of 
“top-brass” execs. Items include a 
“golden” ash can cigaret or paper 
clip holder, a movable double ash 
can that is a combination cigaret 
urn and ash tray, a memo-pad 
phone caddie that keeps paper at 
hand for phone messages, stationery 
racks, and a combination paper 
weight and pen set. Prices, with 
personalized imprint, range from 
$1.05 to $2.20 per item for orders of 
50 units or under. Larger quantity 
discounts are available. 


Continental Mfg. Co., 706 6th 
Av., New York 10 


a 


“ 


The Right Idea... 


@ Executive’s Decision-Maker .. . 
Relieve top-executive strain with 
a dart board novelty that puts fun 
into decision-frenzy by offering 32 
different choices (to be made by 
throwing a dart) for that decision 
that must be made immediately. 
Among the decisions offered on the 
34’ personalized board are “decide 
after three martinis,’ “tell them 
business is lousy,” “call my bookie,” 





etc. Dart and board retail for $2.98. 
Quantity prices are available. 


George Inc., 14407 Hamlin St., 
Van Nuys, Cal. 


©. Hammond World Globe 

Give him the world in an 18-inch, 
nine-color vinylite globe. This mod- 
el is washable, unbreakable and can 
be deflated for ease in transporting 
from one spot to another. Measuring 
almost five feet in circumference, 
the globe is easy to read and 
especially useful for the office be- 
cause of well-marked air routes and 
distances plus a handy time-dial 
which shows the time at any hour 
in all parts of the world. Complete 
with a two-way wrought iron stand 
for desk or wall, the globe is listed 
at $25. 


Cc. $. Hammond & Co., 
Maplewood, N.J. 


EY Still searching? Then fall back 
“sy, on the holiday spirit by giving 


a gift that’s tried, true and traditional. 


© Swedish Christmas Tree 

Gaily decorated with gleaming brass 
stars and whimsical birds, this little 
wooden tree gives a Christmas glow 
by means of four small candles. 
Available in bright green or white, 
the tree measures 104%” in height. 
Price, complete with candles, $13.20 
a dozen. 


Hanson Handicraft Corp., 12 
Grafton St., Worcester 8, Mass. 


3 
at 


Wreath of Green . 


e Alpine Wreath . The heady 
fragrance of real pine boughs and 
traditional beauty are combined in a 
luxuriously thick alpine wreath 
complimented by golden ornaments. 
Wreath is 22” in diameter and orna- 
ments include a graceful gold-ball 
cluster, a large center bell and a 
rich gold satin bow. Wreath is 
shipped in a Christmas package; 
retails for $8.95. 


Kirk’s Evergreens, Gift Pack 
Div., G. R. Kirk Co., Perkins 
Bidg., Tacoma 2, Wash. 











Exact power needs for your display 


SVC GOL)” 


UL ann CSA 
APPROVED 


DISPLAY 


MOTORS 


?. ‘Workhorse of the industry 


Depend on Synchron for economical P.O.P. sales 
power —quality-built by Hansen — TOPS IN POP! 


Synchron ‘30’ Super Hi-Torque 


Specially built timing motor for 
short run displays — turntables, 
action signs, all POP motion. 
Guaranteed torque 30 in. oz. at 
1 RPM. Easily adapted for special 
display movements. 


Synchron ‘'20” Hi-Torque 


Standard timing motor for long 
run display jobs — action signs, 
turntables, display wheels, etc. 
Easily adapted to special display 
movements. Guaranteed torque 20 
in. oz. at 1 RPM. 


HANSEN MANUFACTURING CO., INC.B 
Princeton 11, Indiana 


for free engineering assistance and more Synchron facts, write or call today! 


Hansen Representatives The Fromm Co., 5150 W. Madison St., Chicago, Ill.; Winslow Electric, 123 E. 37th 
St., New York, N.Y., Electric Motor Engineering, Inc., Los Angeles and Oakland, Calif.; H. C. Johnson Agencies, 
Inc., Rochester, Buffalo, Syracuse, Binghamton and Schenectady, New York. 
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Youll want to see this 
letter...it has @ BALLOON 
in it for your youngster 


IN DIRECT MAIL 


Have Mom 
get your 


| Cosmo Clown | 
~~ Balloon in the | 





| | The PIONEER Rubber Company 


Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 
Please send me your FREE ‘‘Advertising 


Balloon Fact Pack.’’ | just want to toss 
it up to see if it bounces. 


Zone State 
Requested by 
Or phone Betty Wolfe at Willard 3-2211 to order. 
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Eiuyeud Guide ani 


Imadex of Adwertisers 


Art & Photography 

Corona Color Studio 

Enterprise Photo 

Flexible Layouts 

Kens K p Art 

Mack, Douglas 

Major Photo Co. 

Sander Wood Engraving Co. 
Inc. a 

Stafford Engravi ng Co 112 

Sterling Studios .... . 86 

Stivers Sadie ' 34 

United Press Associations ... 1 

Volk, Harry Jr., Art Studio 32 

Waltz 91 

Zepp Photo Service .... 101 


Art Supplies 

Bienfang Paper Co. Inc. 65, 112 
Brown, Arthur, & Bro. 33 
Chicago Cardboard Co. .... 18 
Craftint Mfg. Co. . 16B 
Lewis Artist Supply Co. 91 
Balloons 

Eagle Rubber Co. Inc. 107 
Pioneer Rubber Co. . ..109 
Banners 

Hollywood Banners 22 
Pratt Poster Co. 12 
Binders, Catalog Covers 
Acco Products Inc. 17 
Heinn Co. 10 


Binding ae & 
Materials 
Acco Products Inc. 


Books 


Bacon's 


Clipping Bureau 
Franklin Typographers Inc. 


Camera Lucida 


Engel, J. A., Inc 

Goodkin, M. P., Co. 
Lacey-Luci Products Co. . 
Trace-Rite Sales Corp. 


Christmas Gifts 
see Premiums and Specialties 


Clipping Services 


Burrelle's Press Clipping 


Bureau 


Clocks, Advertising 
American Sign Co. .... 


Color Separations 
Color Corp. of America 
Control, Planning Aids 
Graphic Systems 
Copyfitting Aids 


Brown, Arthur, & Bro. . 33 
Haberule Co. . ee 66 
Lee, Arthur B. ee 42 
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Decals 
Allied Decals Inc. 112 


American Decalcomania Co. 97 
Meyercord Co. 95 
Multi-Color Process Co. 101 


Direct Advertising 


Brodie Advertising Service .. 6 
Carr ae - ee . 87 
Colourpicture Pub ishers In 1c. 84 
Crocker 7, a. ar Oe. i... oe 
Drey, Walter, Inc. . 87 
Dunhill International List Co. 86 
Mailograph ... 84 
Moss, M. E. & Ce... 86 
Natl. Creative Sales Inc. 52 


Direct Mail Equipment 


Inserting & Mailing Machine 
eS 14 


Display Materials 


Electro-Motion Corp. . 100 
Fasson Products . Penapuccuae a 
Grace Letter Co. ................100 
Hollywood Banners ........ 22, 90 
Kleen-Stik Products Inc. ...... 16 
Pratt Poster Co. .................... 12 


Display Motors 


Hankscraft Co. .....................- 98 
Hansen Mfg. Co. Inc. ........-.109 


Displays Wire 
Nashville Display Mfg. Co. 


Duplicating Products 
Dick, A. B., Co. 


Easels, Lecterns 
Oravisual Co. Inc. 


Envelopes 


Cupples-Hesse Corp. 
Diplomat Envelope Corp. 
Du-Plex Onvelope Corp. 
Tensign Envelope Corp. 


Filing Cabinets 
Challenge Machinery Co. 


Fluorescent Inks & 
Materials 
Radiant Color Co. 


Graphic Devices 


Graphic Calculator Co. ..78-79 


Gravure Services 


Acme Gravure Services Inc. 23 

Collins, Miller & Hutchings 
Inc. : , . 48 

International Color Gravure 


Inc. ; 2 


Inks, Silk Screen Process 


Naz-Dar Co. .... a 3 
Radiant Color Co. 104A 


Invisible Ink Postcards 
Moss, M. E., & Co. 


Label Holders 
Office Products Inc. ............ 35 
Labels 
Allen Hollander Co. Inc. ....112 
Eureka Specialty Printing Co. 34 
Letter Shops 
Brodie Advertising Service 
Lettering Devices 
Varigraph Co. Inc. . 
Letters, Sign & Display 
Grace Letter Co. 100 
Mailing Lists 
Drey, Walter, Inc. ................ 87 
Dunhill International List Co. 86 
Mechanical Screens 
Mask-O-Neg See ace 
Motion Picture, Slide, 

TV Services 


Admaster Prints Inc. 


Beeland-Wood Films Inc. 
Color Corp. of America 
Corona Color Studios 
Kurshan & i Color Serv- 


ice 
Telefilm Inc. 


Packaging Material 
Oxford Paper Co. . 


Papers, Printing 
Appleton Coated Paper Co. 83 
ee 

Ce. . = 
Chemical Paper Mfg. 
Consolidated Water 

& Paper Co. 

Inside Front Cover 

Cotton Fiber me Manu- 

facturers ........ a a 
Crocker-McElwain “Co 46 
Eastern Corp. ..... 54 
Fasson Products 91 
Gilbert Paper Co. . 

Inside Back Cover 

Hammermil!l Paper Co. 12A 
International Paper Co. 56A 
Kimberly Clark Corp. 64B 
Kleen-Stik Products Inc. 16 
Mead Paper Corp. . i 
Neenah Paper Co. _.. 14 
Northwest Paper Co. 8A 
Oxford Paper Co. .... 48A 
Peninsular Paper Co..... 72A 
Sorg Paper Co. ......... 71 
Warren, S. D., Co. . 19 
Whiting-Plover Paper Co. 45 


Power 


Papers, Specialty 


Appleton Coated Paper Co. 83 

Bienfang Paper Co. Inc. 65, 112 

Brown-Bridge Mills Inc. 32 

Cotton Fiber Paper Manu- 
facturers 

Eastern Corp. 

Fasson Products ..... 

International Paper Co. 

Kleen-Stik Products Inc. . 

Northwest Paper Co. 


Peninsular Paper Co. ..........72A 
Sorg Paper Co. ........ 


Paste-Up Type 

Craftint Mfg. Co. ..... 
Stik-a-letter Co. 

Transtik Lettering Alphabets 112 


Photo Lettering & 
Typesetting 

Photo-Typesetting Inc. 

Progress-Hanson-Progressive 
Group : 

Rapid Typographers Inc. 

Scott, John A., Co. 


Photo Prints, nw 
Major Photo Co. ... 
Zepp Photo Service .. 


Photo Reproduction 
Services 


Admaster Prints Inc. . ae 
olor Corp. of America ...... 56 

Corona Color Studios ........ 97 

Kurshan & Lang Color Serv- 
ioe... 

Wa tz 


Photocom seilien 
Machines 


Filmotype Corp. .............. 
Vari-Typer Corp. ............. 


Photocopy Machines 
Peerless Photo Products Inc. 59 


Photoengravers Plates 
Rolled Plate Metal Co. 16A 


Photoengraving & 
Platemaking 


Capitol Engraving & Electro- 
type 6. . 

Collins, Miller & Hutchin ngs 
Inc. 

Dot Engravers. Inc. 

Lake Shore Photo Engravi ng 
Co. sax. 
Northwestern 
ing Co. . 
Partridge & Anderson Co. 
Progress-Hanson- — 

Group ....... 
Stafford Engraving co. 
Superior Engraving Co. 


Photo Engrav- 


Photographic Equipment 

Engel, J. A., Inc. 33 
Goodkin, M. P., Co. . 64 
Lacey-Luci Products Co. ......112 


, Trace-Rite Sales Corp. ........ 66 


| Photographic Materials 
| Eastman Kodak Co. 


62-63 


Photographic Reporting 


1 United Press Associations 


Plaques 


International Bronze Tablet 


Co. 3 39 


Post Cards, Color 
Colourpicture Publishers Inc. 84 








Corona Color Studios ks an 
Crocker, H. S., Co. Inc. . 86 


Presentation Materials 


Graphic Calculator Co. ..78-79 
Oravisual Co. Inc. . 76 


Premiums & Specialties 
(including Christmas Gifts) 


Certif-A-Gift Co. 107 
Cincinnati Pencil Co. 105 
Eagle Rubber Co. Inc. 107 
Eaton Paper Corp. 102 
Hennessy . ....102 
Listo Pencil Corp. 108 
Pioneer Rubber Co. ..............109 


Wendell-Northwestern Inc. ..112 


Printing 
Arcade Lithographing Corp. 


Soa ....88A 
Black Box Collotype Stuids 
We. 15 
Eureka Specialty Printing 
NO, — os Laas 34 
Graphic Enterprises of Mil- 
waukee Inc. . 112 
Keller, D. F., Co. 52 
Krueger, W. A., Co. 96A 
Rapid Copy Service Inc. ....64A 


Screen Process Printing Co... 56 


Ullman Gravure Inc. 2! 
Wurst, Henry, Inc. 20 
Acco Products Inc. ; a |, 
Acme Gravure Services Inc. 23 
Admaster Print 77 
Allen Hollander Co. Inc. 112 
Allied Decals Inc. 112 
American Decalcomania Co. 97 
American Sign Co. 93 


Appleton Coated Paper Co. 83 
Arcade Lithographing Corp 88A 
Bacon's Clipping Bureau 22 
Bauer Alphabets Inc. 18 
Beeland-Wood Films Inc. 112 
Bienfang Paper Co. 65, 112 
Black Box Collotype Stud 

Inc. 15 
Brod e Advert SING Se rvice 6 
Brown, Arthur, & Br 33 
Brown-Bridge M Inc 32 
Bumpa-Tel Sign Co 101 
Bundscho, J. M., Inc. 40 
Burrelle's Press Clipping Bu 

reau 39 
Capito Engraving & Elec 

trotype Co 57 
Carr Organization 87 
Certif-A-Gift Co. 107 
Challenge Machinery C 57 
Champion International Co. 32A 
Chemical Paper Mfq. Co 53 
Chicago Cardboard Co. 18 
Cincinnati Pencil C 105 
Collins, Miller & Hutching 

Inc. 48 
Color Corp. of America 56 
Colourpicture Publishers Inc. 84 
Consolidated Water Power 


and Paper C 
Inside Front Cover 


Corona Color Studi 97 
Cotton Fiber Paper Mfrs. 51 
Craft nt Mfa Co. 16B 





Projectors 
Tel-A-Story Inc. .... se 
Self-Sticking Specialties 


Allen Hollander Co. Inc. ....112 
American Decalcomania Co. 97 


Craftint Mfg. Co. 16B 
Fasson Products oe 
Kleen-Stik Products Inc. _ 16 
Meyercord Co. . 95 
Multi-Color Process Co. 101 


Screen Process Printing Co. 56 
Sign Lighting 
Federal Sign & Signal Corp. 94 


Sign & Identification 
Materials 


Allen Hollander Co. Inc. ....112 


Allied Decals Inc. ................112 
American Decalcomania Co. 97 
American Sign Co. ..............-. 93 
Bumpa-Tel Sign Co. . 101 
Grace Sign & Mfg. Co. 8 
Hagen Advertising Displays 
re 96 
International Bronze Tablet 
Co. Inc. . 2 
Meyercord Co. 95 
Multi-Color Process Co. 101 
Plasti-Line Inc. Back Cover 
Pratt Poster Co. 12 
Stout Sign Co. 99 
Texlite Inc. 96B 
Ullman Gravure Inc. 21 


Signs, Bumper 
Bumpa-Tel Sign Co. 101 


Signs, Metal 


Grace Sign & Mfg. Co. .... 8 
Stout Sign Co. . . 99 
Signs, Plastic 
American Sign Co. 93 
Hagen Advertising Displays 
WR ees ea =, 
Texlite Inc. .......-. 96B 
Signs, Porcelain Enamel 
Texlite Inc. .... sbi 
Stock Art 
Flexible Layouts .... oes 
Kens Klip Art ..... a 
Sterling Studios .................. 86 
Stivers Studio ..... 34 
Visual Discoveries . 66 


Volk, Harry Jr., Art Studio .. 32 


Stock Mailers & 
Postcards 


Carr Organization . 87 
National Creative Sales Inc. 52 
Volk, Harry Jr., Art Studio .. 32 


Stock Photos 


Enterprise Photos 90 
Mack, Douglas ... 97 
Sterling Studios 86 
United Press Association | 


ALPHABETICAL INDEX 


Crocker, H. S., Co. Inc. 86 
Crocker-McElwain Co. 45 
Cupples-Hesse Corp. 85 
Dick, A. B., Co. 7 
Diplomat Envelope Corp. 87 
Dot Engravers Inc. 53 
Drey Walter Inc. 87 
Dunhill Intl. List Co. 86 
Du-Plex Onvelope Corp 6 
Eagle Rubber Co. Inc. 107 
Eastern Corp. 54 
Eastman Kodak Co. 62-63 
Eaton Paper Corp. 102 
Electro-Motion Corp. 100 
Engel, J. A., Inc. 33 
Enterprise Photos 90 
Eureka Specialty Printing 

Co. 34 
Fasson Products 91 
Federal Sign & Signal Corp 94 
F motype Corp. 5 
Flexible Layouts . 112 
Franklin Typographers 40 
Gilbert Paper Co. 

Inside Back Cover 

Goodkin, M. P., Co. 64 
Grace Letter Co. Inc. 100 
Grace Sign & Mfg. Co. 8 
Graphic Calculator C 78-79 
Graphic Enterprises of M 

waukee_ Inc. 112 
Graphic System 77 
Haberule Co. 66 
Hagen Advertising Displays 

Inc. 96 
Hammermil! Paper Co. 12A 
Hankscraft Cc 98 
Hansen Mfq. Co. Inc. 109 
Heinn Co. 10 
Hennessy 102 
Hollywood Banner 22, 90 





Inserting & Mailing Machine 
14 


Co. . 

Intl. Bronze Tablet Co. Inc. .. 39 
inti. Co r Gravure Inc. 2 
Intl. Paper C 56A 
Keller, D. F., C 52 
Kens Klip Art 52 
Kimberly Clark Corp. 64B 
Kie Stik Products | 16 
Kr r, W. A., Co. 9b6A 

Kur & Lang C Serv 
64A 
L y-Lu Products C 112 

La St Photo Er ng 
GS 50 
Lee, Arthur B. 42 
Lewis Artist Supply C 91 
Listo Pencil Corp. 108 
Mack, Douglas . 97 
Mailograph Co. Inc 84 
Major Photo C 64 
Mask-O-Neg 66 
Mead Paper Corp. VI 
Meyerc ra S ° 95 
Monsen Typographers Inc. 42 
Moss, M. E., & Co. 86 
Multi-Color Process Co 101 
Nashville Display M es 99 
National Creati Sa . 52 
Naz-Dar Co. ’ 4 
Neenah Paper Co. 74 
Northwest Paper Co 8A 

Nort} tern Photo f£ 

gq € 44 
Office Products In 35 
Oravisual Co C 76 
Oxford Paper Co. 48A 
Partridge & Anderson C 47 
Peerless Photo Product 59 
Peninsular Paper Cc 72A 
Ph Typesettin r 112 


Type Founders 


Bauer Alphabets Inc. . 18 
Typography 
Bundscho, J. M., Inc. .......... 40 


Franklin Typographers Inc. .. 40 
Monsen Typographers Inc. .... 42 
Progress-Hanson-Progressive 
SOUR cic eeen ... 41 
Scott, John A., Co. . 42 
Warwick Typographers Inc. .. 39 


Turntables, Display 


Electro-Motion Corp. 100 
Visual Aids 

Engel, J. A., Inc. . 33 
Graphic Calculator Co. ..78-79 
Goodkin, M. P., Co. . . 64 
Graphic Systems a0 


Lacey-Luci Products Co. 112 
Oravisual Co. Inc. .. . 76 
Tel-A-Story Inc. .... 56 
Telefilm Inc. ..0....... . 76 
Trace-Rite Sales Corp. ........ 66 


Window & Store Displays 
Nashville Display Mfg. Co. .. 99 


Pratt Poster Co. . 12 
Tel-A-Story Inc. . 56 
Ullman Gravure Inc. ~ a 


Woodcuts 
Sander Wood Engraving C 
Inc. cs 34 


Pioneer Rubber Co. 109 
Plasti-Line Inc Back Cover 
Pratt Poster Co. 12 
Prog Ha n-Progressive 
Group 4l 
Radiant Color Co. 104A 
Rapid Copy Service Inc. ..64A 
R Apia Typ graphers Inc. 112 
Rolled Plate Metal Co. 16A 
Sa der a Engraving & . 
Inc. 34 
Scott, John A., Co. 42 
Screen Process Printing Co. 56 
Sorg Paper Co. 71 
Statford Engraving C 112 
Sterling Studios 86 
Stik-A-Letter C 91 
Stiv Stud 34 
Stout Sign Co. 99 
Sup r Engraving C 24 
Tel-A-Story Inc. 56 
Tie tn 76 
Te Envelope Corp 82 
T Inc 96B 
Trace-Rite Sales Cort 66 
T 112 
Ullman Gravure Inc 2! 
United Pre Associations | 
Varigraph C 97 
Vari-Typer Corp. 23 
Visual Discoveries Ir 66 
Volk yf Harry Art Stud 32 
Warren, S. D., C 19 
Warwick Typographers Inc. .. 39 
Wendell-Northwestern Inc. ..112 
Whiting-Plover Paper C 45 
Wurst, Henry, Inc. 20 
Zepp Photo Service 101 
November 1957 + ar + Ill 





Services and Supplies 


Photo Lettering 


mT 


Select from 350 alpha- 
bets. Send for cata- 
logue. 24 hour service 


SCualiig 
PHOTO LETTERING 


UCT NTSC ae le 
ments to fit your layout 
with our DEXIGRAPH 
JUdson 2-0466-7-8 PHOTO-PRINT PROCESS. 


PHOTO-TYPESETTING, INC. 
311 W. 43rd Street, New York 36, N. Y 


Hand Lettering 


QUALITY HAND LETTERING 
FOR A FEW CENTS A WORD 
WRITE FOR BROCHURE 


” 
at ae | > 
<Q 


Seat 
tt \ aowesive 
aw gt \ acetate Y 
a*....: SHEETS a 
“ie ~¢@ 


TRANSTIK 


Lettering Alphabets 


305 EAST 45m ST. NEW YORK 17,N.Y 


Color Prints 


BRILLIANT/ (> ACCURATE/ LOW IN COST/ * 


GEM Color—TOP QUALITY leftter- 
press printing ot LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS. Free samples. 


a 
Tororo oer rere gl | een ean 


MILWAUKEE 4, WIS. 


If YOU Are in any 
of these fields... 


Paper Signs and Identification 
Printing and Binding Materials 
Premiums, Prizes Audio and Visual Aids 

and Specialties Direct Advertising 
Shows and Exhibits Art and Photography 
Sampling and Couponing Photoengraving and 
Typography and Layout Platemaking 
Labeling and Packaging Window and Store Disp‘ays 
Radio and TV Production Professional Services 


Your advertising belongs in 


Advertising 
Requirements 


112 +« ar +* November 1957 











Film Lettering 


$@oo 


EU Ea Me te 
3 
coo NO PHOTOSTAT CHARGE! 


RAPID 
FILM-LETTERING 


REDUCED OR-ENLARGED TO FIT YOUR 
LAYOUT AT NO ADDITIONAL CHARGE 


Negative or Positive — No Minimum 


"" RAPID TYPOGRAPHERS INC. 


305 EAST 46 STREET «© NEW YORK 17,N.Y 


Labels 


| LABELING PROBLEM? | 


solve it with ‘able labels’ 


GUMMED, PRESSURE-SENSITIVE, 
HEAT-SEAL, EMBOSSED, 
EVERY TYPE. 


Call MOtt Haven 5-1818 
or write for ‘Able Label’ Aids Folder 


BIOL IE  MUOL 


aan oe 


SARS oes 
Ave., 


BRILLIANT 
MADE TO YOUR SPECIFICATIONS 
eRe Ue. <a fe aes 


ALLIED Sea 8422 HOUGH AVE. 


CLEVELAND 3, OHIO 


Stock Art 


(ready for the offset camera) 


READY MADE LAYOUTS for 
1 & 2 Color Catalog Sheets & Circulars 


TO USE: simply paste-up your Type Proofs & 
Illustrations in the blank spaces 

1,000s of LAYOUT VARIATIONS POSSIBLE by 
changing position of Layout Components (re- 
verses, bendays, boxes, etc. . .) 

SAMPLE KIT $1.85 prepaid. . . 

FLEXIBLE LAYOUTS, 201 W. 89 St., NYC 24 








Advertising Specialties 


7, =~ BUTTONS & BADGES 
* far METAL TAGS, CHECKS, COINS 


- WOODEN NICKELS 


{rz 
\@ant)) j (CATALOG UPON REQUEST) 


Wendell-Northwestern, Inc. 
2438 EAST FRANKLIN FE 3 - 6431 
MINNEAPOLIS 6, MINN 


Art and Photo 


DALTON 
‘*‘admaster"’ 


100%, reg leyeut and visualizing ped. 


CAMERAS —- ART AIDS $485 & UP 


PRINTING 
$ SAVERS 


7 SILK SCREEN 
Deoler inquiries invited 
LACEY-LUCI PRODUCTS CO 


Central Avenue 
Newark 2, N. J 


WRITE FOR CATALOG AR 


Films 


beeland-wood films, inc. 


productions — from research to 
release also complete film 
laboratory services. 

752 spring st. n.w. atlanta 8, ga. 








601/Circle on Readers’ Service Card 
Cooler Bags 

. « « details on two duffle-type, Thermo- 
Keep bags are available from Nappe- 
Smith Mfg. Co, (Page 104B) 


602/Circle on Readers’ Service Card 
Japanese Optics 
. @ catalog from Astra Trading Corp. 
features a line of Japanese optical items. 
(Page 104B) 


603/Circle on Readers’ Service Card 
Coro Jewelry Box 

. « . details on a jewelry-filled, velvet-lined 
box, that retails for $100, are available 
from Coro Inc. (Page 104B) 


GO4/Circle on Readers’ Service Card 
Multi-Beam Flashlight 
. . Eric Wedemeyer Inc. offers a fact 
sheet on a multi-beam safety flashlight. 
(Page 104B) 


603/Circle on Readers’ Service Card 
Junior-Sized Truck 

. « . Robel Corp. offers details on a half- 
sized truck for premium use. (Page 104B) 


606/Circle on Readers’ Service Card 
Fire-Bucket Replicas 

. « » practical ice-buckets made as replicas 
of the old time leather-covered fire-buckets 
are described by the US. Luggage & 
Leather Products Co. (Page 104B) 


607/Circle on Readers’ Service Card 
Magnetic Jewelry 

. « « jewelry sets, designed for magnetic 
interchange, are described by Lederer 
Bros. (Page 104B) 


608/Circle on Readers’ Service Card 
Car Combo Specialty 
. . @ fact sheet from Osrow Products Co. 
describes a combination snow brush, 
squeeze, ice-scraper and upholstery brush. 
(Page 105) 


609/Circle on Readers’ Service Card 

Lighting Booklet 

. . » brochure describes Macbeth lighting 

equipment that simulates sunlight. 
(Page 64C) 





—_ 
acer wae eae eee EOS OOS SERS PRO OSOSBLS TE” 


x 


ea | Advwertising 


HRequirements 





* Send for these free helpful selling tools 


610/Circle on Readers’ Service Card 
Five-Way Easel 

- an illustrated folder describing an 
aluminum easel, that can be used for five 
different types of presentation, is available 
from Arlington Aluminum Co. (Page 80) 


611/Circle on Readers’ Service Card 
Portable Speakeasy 

. . » The George Reuter Organization Inc. 
offers complete information on its new 
speaker's unit called the “Speakeasy.” 


(Page 80) 


612/Circle on Readers’ Service Card 
Permafilm 


+ » » @ new protective process for films is 
described by Permafilm Inc. (Page 80) 


613/Circle on Readers’ Service Card 
Pentron Accessories 
- . - details on a line of accessories for 


Readers’ Service Dept. 


3511 


Please have the following sent me: 


601 602 603 604 605 606 
607 608 609 610 611 612 
613 614 615 616 617 618 
619 620 621 622 623 624 
625 626 627 628 629 630 
631 632 
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BUSINESS REPLY CARD 


First Class Permit No. 85, Sec. 34.8, P. L. & B., Chicago, 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Uf. 


the Pentron LP Magazine Repeater are 
available from the Pentron Corp. 


(Page 80) 


614/Circle on Readers’ Service Card 
Film service 

. - » Colburn Labs. of Chicago explains its 
facilities for commercial 16mm film in- 
cluding animation and other special serv- 
ices. (Page 80) 


615/Circle on Readers’ Service Card 
Clearer Writing 

..- A. B. Dick booklet tells business men 
how to write more clearly. (Page 38) 


616/Circle on Readers’ Service Card 
Justigraph machine 

. - . the speed and economy of the Justi- 
graph system are explained and speci- 
mens sent on request. (Page 39) 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Feb. 15, 1958. 
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Requirements 





% Send for these free helpful selling tools 





















617/Circle on Readers’ Service Card quality business letierheads selected by ‘ @24/Circle on Readers’ Service Card 


Filmotype Guide Parson's Paper Co. (Page 41) New Paper Primer 

+ «+ « one hundred new styles of lettering - .. S. D. Warren Co. has issued a brief, 

are included in the booklet by the Filmo- 621/Circle on Readers’ Service Card to-the-point brochure on new pigmented 

type Corp. The booklet offers ideas on the Letterguide Machine and double coated stocks. Machine-coated 

latest trends in lettering. (Page 40) . . . all-new scriber is described in catalog stocks are also discussed. (Page 52) 
as well as 30 new alphabets for the 

618/Circle on Readers’ Service Card lettering machine put out by Letterguide @2B/Circle on Readers’ Service Card 

Photolettering Machine Co. (Page 41) Poseidon Text 


. - « the Typro story is told by the Halber 


+ + « @ new opaque offset stock, in a bril- 


Corp. including details on the new power 622/Circle on Readers’ Service Card liant white, is sampled in a Mohawk fold- 

drive mode] for precision display type Penn-Brite Swatch Book er. Cover and bristol versions are also 

composition. (Page 40) . . » samples of Penn-Brite Offset, a new available. (Page 52) 
white sheet in smooth and vellum finishes, 

619/Circle on Readers’ Service Card are provided in a handy reference book- @2G/Circle on Readers’ Service Card 

Letterhead Library let. (Page 50) 


Keynote Catalog 
. . « the variety of uses possible with but- 
tons and badges is illustrated in a color 


+ « « @ paper library of 12 outstanding 
letterheads, winners in Whiting-Plover's 623/Circle on Readers’ Service Card 


1956 competition. (Page 41) Snoweave Portfolio catalog from Keynote Promotions Inc. 

. « . samples of a brilliant textured white (Page 97) 
620/Circle on Readers’ Service Card cover and text line, Snoweave, are show- 
Letterhead Portfolio cased in a recent folder from Peninsular 


627/Circle on Readers’ Service Card 
Cer Te stand Gt ede 
ce a ee i ak chs is hes se tk pe a oo tli aa - « « Stout Sign Co. offers a 24-page bro- 
chure on the uses of metal signs as an in- 
tegral part of any ad program. (Page 98) 


Paper Co. 


Ne 
Postage Stamp 
Neceseary @28/Circle on Readers’ Service Card 
If Mailed in the Pres-a-ply Folder 
United 


. - « Dennison Mfg. Co. details and illus- 
trates its line of Pres-a-ply self-adhering 
labels. (Page 33) 





BUSINESS REPLY CARD 
629/Circle on Readers’ Service Card 


Bakelite Brochure 

- « - @ brochure from Bakelite Co. illus- 
trates the advantages polyethylene film 
packaging offers the meat and poultry 
industry. (Page 33) 


First Class Permit No. 95. Sec. 34.9. P. L. & R., Chicago, Ill. 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 Eas? Illinois St., 


630/Circle on Readers’ Service Card 
Chicago 11, Ifill. 


New Roll Labels 

. - - Allen Hollander introduces and offers 
samples of its new perforated-rol] address 
labels that eliminate many disadvantages 
of ordinary gummed-roll labels. (Page 34) 
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Readers’ Service Dept. 


S511 


Please have the following sent me: 


601 602 603 604 605 606 
607 608 609 610 611 612 
613 614 615 616 617 618 
619 620 621 622 623 624 
625 626 627 628 629 630 
631 632 


631/Circle on Readers’ Service Card 
New Town Separator 

. - « details on an automatic town sepa- 
rator, that eliminates manual separation 
on labeling machines, are available from 
Cheshire Inc. (Page 35) 
















COMPANY 
632/Circle on Readers’ Service Card 


Glass Patch 

- samples of a transparent patching 
material for mending broken glass are 
available from the Green Metal Products 




















PRODUCTS SOLD 








SS 


ADDRESS 


Co. (Page 58) 
eee 
CITY & ZONE 
dihotes cet id ne 


not serviced beyond Feb. 15, 1958. Use these return cards 


for your copy of publications 
mentioned on this page 





Preferre 


FASHIONS OF DISTINCTION 


X= 


HER HIGHNESS, INC. 9/#9 So. Sepulred 


HER HICGHNESS Inc 


Cryilbert Papers 


Preferred for the beauty . . . the performance. . . the strength 


BETTER 


and permanence that only paper made with cotton fibres can give 


you. You'll see the added eye-appeal . . . you'll experience the COTLV 


added impact for your business correspondence when you 
select a Gilbert Quality Paper. Ask your printing supplier 
or local Gilbert Paper Merchant for samples. 


GILBERT PAPER COMPANY, MENASHA, WISCONSIN PAPERS 


A good letter is always better...written on a Gilbert Cotton Fibre Bond 





OUR SEVENTH 
ANNUAL SIGN CLINIC 
WAS A HUGE 
SUCCESS 


“Beni to Vou 


signs of success 





